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He/^rST:  where  JOURNALISM  OF  DISTINCTION  IS  AN  EVERYDAY  STORY  i 


PHOTOS  B<  SUIIEY  N  POOL 


WHILE  JOHN  GLENN 
STUDIED  EEEECTS  OE 
SPACE  AND  AGE,  THE 
HOUSTON  CHRONICLE 
EXPLORED  HOW  THE 
SPACE  AGE  AFFECTED 
AN  ENTIRE  NATION. 


The  announcement  by  NASA  that  U.S.  Senator  John  Glenn  was  going  to  make  a  second 
spaceflight  launched  an  in-depth  news  series  by  the  Houston  Chronicle.  While  newspapers 
across  the  nation  covered  the  story,  the  Chronicle  had  the  unique  perspective  of  being  the 
hometown  paper  to  NASA’s  astronauts.  The  result  was  special  coverage  that  went  beyond  the 
events  to  the  significance  of  the  mission,  on  both  personal  and  historical  levels. 

A  special  eight-page  section  introduced  readers  to  the  emotional  and  very  real  issues  raised 
by  having  a  77-year-old  astronaut  on  the  flight.  In  addition  to  the  question  of  Glenn’s  safety, 
there  was  concern  over  what  damage  might  be  done  to  the  space  program  if  the  mission  ended 
in  catastrophe  On  the  positive  side,  there  was  the  excitement  and  nostalgia  of  a  veteran  from  the 
1 960s  Mercury  space  team  having  one  more  shot  at  glory. 

NASA  Reporter  Mark  Carreau  and  Photographer  Smiley  Pool  worked  closely  with  other 
Chronicle  reporters  who  traveled  around  the  country  to  bring  this  multidimensional  story  to 
light.  The  series  developed  a  strong  following  of  readers  from  the  start  of  the  mission  through  the 
spectacular  downtown  parade  where  Glenn  was  honored  by  the  citizens  of  Houston.  Following 
a  local  hero’s  stellar  achievements  and  welcoming  him  home  again  is  one  more  way  Hearst 
Newspapers  enrich  readers’  lives  every  day. 


See  more  outstanding  stories  on  the  web  at  www.HoustonChronicle.coni 


It's  like  having  an 
owner's  manual  for 


your  newsroom 


Editon 


This  interactive  book  explores 
the  how  and  why  of 
newsroom  ethics.  From  NMC, 
the  media  management  center 
at  Northwestern  University, 
The  Newsroom  Brain  offers 
a  panorama  of  the  ethical 
landscape 
with  real-life 
scenarios  to  ^ 
challenge  everyone  w* 
from  readers  to  experienced 
editors.  Participants  can 
compare  their  reaction  to  the 
actions  of  real  editors  at  real 
newspapers.  The  book's 
attractive  design  photocopies 
easily  and  offers  insightful 
commentary  to  guide 
discussion. 

To  order 

The  Newsroom  Brain 

from  NMC,  call  847.491.4900 
or  send  $37.75  to 

The  Newsroom  Brain 
NMC 

1007  Church  St  Suite  312 
Evanston  IL  60201 

Make  checks  payable  to  NMC.  Please 
provide  complete  shipping  information 
(allow  14  days  for  delivery.) 
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E<S?P  CALENDAR 


FEBRUARY 

24-27 

Suburban  Newspapers  of  America  Spring 

SM  T  WT  F  S 

Publishers  Conference,  Marquis  Resort. 

1  2  3  4  5  6 

Palm  Springs.  Calif. 

Inland  Press  Association  Weekly 
Newspaper  Publishers  Conference, 

7  8  9  10  11  12  13 

25-27 

14  15  16  17  18  19  20 

21  22  23  24  25  26  27 

28 

28-3 

Tucson.  Ariz. 

Inland  Press  Association  Key  Executives 
Conference,  El  Conquistador,  Tucson,  Ariz. 

MARCH 

S  M  T  W  T  F  S 

1  2  3  4  5  6 

7  8  9  10  11  12  13 
14  15  16  17  18  19  20 
23  24  25  26  27 
28  29  30  31 


4- 8  National  Association  of  Hispanic  Pub¬ 

lications  Annual  Convention,  Waterfront 
Hilton,  Huntington  Beach,  Calif. 

5- 7  Great  Lakes/Midstate  Newspaper 

Production  Conference,  Holiday  Inn 
Select  Convention  Center,  St.  Louis.  Mo. 
10-12  New  England  Newspaper  As.sociation 

Convention,  Westin  Hotel,  Boston,  Mass. 


11-13  Independent  Free  Papers  of  America  Spring  Conference,  Adams 
Mark  at  the  Florida  Mall,  Orlando,  Fla. 

17-20  National  College  Media  Spring  Convention,  Marriott  Marquis, 
New  York,  N.Y. 


17-20  National  Newspaper  Association  Government  Affairs  Conference, 
Hyatt  Regency  on  Capitol  Hill,  Washington.  D.C. 

19-20  Society  of  Professional  Journalists  Region  One  Annual 
Convention.  The  Omni,  New  Haven,  Conn. 


20- 23  Inter-American  Press  Association  Mid-year  Meeting.  Hotel 

Wyndham,  Montego  Bay,  Jamaica 

21- 23  Inland  Pre.ss  Association  Editors  Conference.  Chicago.  III. 

28-1  America  East  Newspaper  Operations  &  Technology  Conference, 

Hershey  Lodge  &  Convention  Center,  Hershey.  Pa. 
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7-10 


8-9 


9-10 


College  Newspapers  Business  & 
Advertising  Managers  Conference,  Sir 
Francis  Drake  Hotel.  San  Francisco.  Calif. 
Southeastern  Advertising  Publishers 
Association  Spring  Conference,  Hampton 
Inn  Broadway,  Myrtle  Beach.  S.C. 
Midwest  Free  Community  Papers  Spring 
Meeting.  Inn  at  University,  West  Des 
Moines,  Iowa 


9-10  Free  Community  Papers  of  New  England  Board  Meeting  &  Spring 
Conference,  Waterbury,  Conn. 

11-13  Central  States  Circulation  Managers  Association  Annual 

Convention,  St.  Vincent  Marten  House  &  Conference  Center, 
Indianapolis,  Ind. 

13-16  American  Society  of  Newspaper  Editors  Annual  Convention, 

The  Fairmont  Hotel,  San  Francisco,  Calif. 


Note:  To  list  events,  please  fax  Jennifer  Waber  at  (212)  691-7287. 
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Will  You 
Profit  From 
Change? 


News¬ 
papers 
recognize 
the  need  t 
evolve  into 
“information 
companies”  to 
protect  and  grc 
their  business. 

That’s  a  given.  The  hard  part  is  making  a  profit  at  it. 


At  New  Horizons  Team'",  we  can  help  you  identify 
the  right  business  and  revenue  model  for  a  prof¬ 
itable  evolution  now,  not  down  the  road.  Especially, 
if  you  publish  a  small  or  medium  size  newspaper. 
We  have  experience  at  it. 


We  were  an  early  innovator  in  voice  technology  and 
revenue  models.  And,  we  were  the  first  newspaper- 
owned  company  to  help  other  newspapers  publish 
telephone  directories  as  a  new  revenue  stream. 

Now  we  are  developing  a  “Community  Commerce 
Division”  (CCD)  business  model  for  smaller  news¬ 
papers.  One  that  integrates  print  &  voice  &  internet 
solutions  to  attract  a  new  segment  of  small  business 
advertisers,  and  generate  incremental  revenue. 

Our  first  CCD  offering  is  a  multi-media  business 
directory,  with  a  print  revenue  model.  We’ve  proven 
our  products  work.  Now  we’d  like  to  show  you.  After 
all,  if  it’s  proven  in  Pottsville,  it’ll  play  in  Peoria, 
Portland,  Petoskey,  Piccayune,  etc... 


Call  us  today  for  more  information  on  our 
revenue  generating  products. 


NEW _ 

HORIZONS 

TEAM™ 

Products,  People,  Solutions 
For  Your  New  Media  Needs 

Directory  Division 
Voice  Division 

Community  Commerce  Division 


122  Mahantongo  St.,  Pottsville,  PA  17901-3008 
Phone:  888-NHT-TEAM  •  Fax;  570-621-3308 
E-mail:  nht@pottsville.infi.net  •  http//:www.pottsville.com 
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Small  publisher, 
big  victory 

Nonh  Dakota  publishers  Jill  and  Mike 
Cackle  say  their  long  nightmare  as  the 
community  newspaper  industry’s  poster 
children  for  the  dangers  of  illegally  copy¬ 
ing  software  is  finally  over.  On  Feb.  24, 
the  Cackles  disclosed  that  they  have 
reached  a  confidential  settlement  of 
charges  brought  by  the  Software  Pub¬ 
lishers  Association  (SPA),  a  Washington, 
D.C.-based  association  that  investigates 
alleged  licensing  violations  on  behalf  of 
software  makers. 

BHC  Inc.,  the  Cackles’  group  of  North 
Dakota  newspapers  with  a  combined  cir¬ 
culation  of  16,000,  had  faced  the  largest 
financial  penalty  ever  proposed  for  a 
community  newspaper  publisher  accused 
of  software  licensing  violations: 
$120,000  —  more  than  the  annual  gross 
revenues  of  six  of  their  nine  papers. 
Apparently  alerted  by  a  disgruntled 
employee,  SPA  accused  the  company  of 
using  illegal  copies  of  10  publishing  soft¬ 
ware  programs,  including  Adobe’s 
Photoshop  and  PageMaker. 

When  the  charges  were  first  publicized 
last  fall,  hundreds  of  Midwest  papers 
offered  to  run  anti-piracy  public  service 
ads  in  an  effort  to  head  off  the  financial 
penalties.  Apparently,  the  strategy 
worked,  and  the  ad  campaign  will  be  the 
major  element  in  the  settlement.  Jill 
Cackle  declines  to  comment  on  details  of 
the  settlement. 

Repeated  calls  to  the  Software  &  Infor¬ 
mation  Industry  Association,  SPA’s  new 
name  since  a  merger  in  January,  were  not 
returned  before  deadline. 

—  Mark  Fitzgerald 

Death  and  taxes 

The  dreaded  federal  Estate  Tax,  which 
has  caused  more  bickering  at  family- 
owned  newspapers  than  a  Cuild  meeting, 
may  be  on  the  way  out. 

Legislation  introduced  last  week  in 
Congress  would  reduce  the  inheritance 
tax  by  5%  each  year  until  it  is  eliminat¬ 
ed  in  2010. 

Co-sponsored  by  Rep.  Jennifer  Dunn 
(R-Wash.)  and  Rep.  John  Tanner  (D- 
Tenn.),  The  Death  Tax  Elimination  Act 
removes  one  of  the  key  forces  driving 
newspaper  families  to  sell  their  Opubli- 
cations,  instead  of  passing  them  on  to 
heirs,  to  avoid  the  tax  that  runs  as  much 
as  55%.  —  Joe  Strupp 


Mass,  paper  digs  ‘out  of  the  ashes’ 

altham  (Mass.)  News-Tribune 
editor  Jon  Paul  Potts  should 
have  been  in  Florida  last  week 
watching  the  Boston  Red  Sox  at  spring 
training.  But  when  a  fire  destroyed  his 
newspaper’s  offices,  he  changed  his 
plans  from  a  vacation  of  baseball  and  hot 
dogs  to  a  week  of  salvaging  newsroom 
equipment  and  digging  through  burned 
up  newspapers. 

“We’re  just  doing  what  we  have  to,” 
says  Potts,  28,  who  became  editor  of  the 
7,5()0-circulation  daily  only  five  months 
ago.  “1  was  really  panicked  when  I  saw 
this;  I  didn’t  know  what  to  do.  But  we 
are  just  going  ahead  and  doing  it.” 

The  newspaper’s  storefront  offices 
were  destroyed  along  with  several  other 
local  businesses  during  the  Feb.  20 
early-morning  fire,  which  police  have 
labeled  as  arson  but  say  was  not  directed 
at  the  newspaper. 

Although  none  of  the  News-Tribune's  six  staff  members  were  injured  in  the  fire, 
the  blaze  forced  the  paper  to  publish  its  next  edition,  on  Feb.  22,  from  its  parent 
company’s  offices  in  nearby  Needham.  The  newspaper  was  able  to  continue  its  reg¬ 
ular  Monday-Friday  schedule  and  had  an  edition  ready  to  go  Monday  morning  with 
the  headline  “Out  of  the  Ashes.”  The  paper  is  owned  by  Community  Newspapers 
Co.,  a  Fidelity  newspaper  group.  —  Joe  Strupp 


No  courtship 
with  the  media 

News  coverage  of  court  proceedings 
can  be  downright  criminal,  according  to 
veteran  journalists  Tom  Wicker  and  Wal¬ 
lace  Westfeldt,  who  have  penned  a  criti¬ 
cal  new  book  that  accuses  the  media  of 
poor  preparation,  sensationalism,  and 
shallow  reporting  of  the  criminal  justice 
system. 

The  82-page  booklet,  “Indictment:  The 
News  Media  and  the  Criminal  Justice 
System,”  is  published  through  The 
Freedom  Forum’s  First  Amendment 
Center.  Its  verdict:  newspapers  and 
broadcast  outlets  suffer  from  lackluster 
crime  and  courts  coverage  but  can  be 
rehabilitated  if  they  adopt  tips  and  advice 
for  future  improvements. 

Citing  cases  ranging  from  the  O.J. 
Simpson  trial  to  the  still-unsolved  mur¬ 
der  of  JonBenet  Ramsey,  the  publication 
finds  the  press  guilty  of  giving  short 
shrift  to  important  cases  and  beating  to 
death  other  sensational  issues.  Wicker 
and  Westfeldt  also  deliberate  cameras  in 


the  courtroom,  reporter  training,  and 
equal  treatment  of  victims’  and  defen¬ 
dants’  rights. 

No  word  yet  on  what  Judge  Judy 
thinks  of  it.  —  Joe  Strupp 

Rising  returns 
cost  publishers 

A  trend  toward  rising  product  returns 
is  costing  newspaper  publishers  $1  of 
every  $10  in  gross  revenues,  estimates 
Arthur  Andersen  partner  Peggy  Smyth. 
She  blames  declining  readership  for 
increasing  newspaper  returns.  Smyth  dis¬ 
cussed  results  of  a  1 998  Andersen  market 
research  study  on  returns  with  a  gather¬ 
ing  of  publishing  industry  executives  in 
New  York  on  Feb.  25. 

Of  1 9  newspaper  companies  surveyed, 
about  half  believed  they  had  reduced  re¬ 
turns  by  cutting  print  volume  and 
increasing  market  research  into  reader- 
ship  habits.  One-third  have  limited 
orders  and  one-fifth  have  undertaken 
automation  to  reduce  returns,  the  survey 
shows.  —  Lucia  Moses 


6 


EDITOR  «  PUBLISHER  /  FEBRUARY  27,  1999 


www.mediainfo.com 


The  people  at  Pine  Falls  Paper 
Company  have  been  making  quality 
newsprint  for  four  generations.  It's 
their  work,  their  passion  and  the 
foundation  of  their  community.  That's 
the  kind  of  experience,  expertise  and  dedication  Tembec  Inc.  is  proud  to  welcome  to  its  family.  Pine  Falls 
joins  Spruce  Falls  Inc.,  Tembec's  first  newsprint  mill  in  Kapuskasing,  Ontario,  as  part  of  the  Tembec 
Newsprint  and  Publishing  Papers  Division,  increasing  production  capacity  to  540,000  tonnes  per  year. 
To  meet  the  challenges  of  the  future.  Pine  Falls  will  incorporate  new  technologies  and  new  methods, 
and,  through  Tembec,  reach  new  markets,  while  at  the  same  time  maintaining  the  traditions  of  creativity, 
participation  and  responsibility  that  Tembec,  Spruce  Falls  and  Pine  Falls  share  and  our  customers  value. 


r> 

PFP6- 


Spruce 
Falls  Inc. 


PINE  FALLS  PAPER  COMPANY 

Creating  Quality  Neu/sprint  Since  1927 


TEMBEC  INC.  is  a  leading  Canadian  integrated  forest  products  company  marketing 
its  products  in  50  countries.  With  locations  in  Eastern  and  Central  Canada  and 
in  France,  Tembec  operates  in  four  key  sectors:  forest  products,  pulp,  paperboard, 
and  newsprint  and  publishing  papers.  1998  marked  Tembec's  25th  anniversary. 
Today,  Tembec  has  over  $2  billion  in  assets  and  is  publicly  traded  on  the  Montreal 
and  Toronto  Stock  Exchanges  under  the  symbol  TBC.A. 


Pine  Falls  Paper  Company  and  Spruce  Falls  Inc.  are  part  of  -lhe 
Tembec  Newsprint  and  Publishing  Papers  Division,  a  growing 
business  unit  designed  to  enhance  customer  value  and  service. 


CUSTOMER  SERVICE 

Kapuskasing,  Ontario,  Canada 


MARKEnNG  &  SALES 

Toronto,  Ontario,  Canada 
Barrington  Hills,  Illinois,  USA 


NEWS 

America  East  expands 
into  refurbished  quarters 

How  sweet  it  will  be  for  newspaper  staffers  in  Hershey 


by  Jim  Rosenberg 

Spring  arrives  a  week  late  this  year, 
as  newspaper  staffers  converge  on 
Hershey,  Pa.,  March  29  through 
April  1  for  the  annual  America  East  oper¬ 
ations  conference  and  trade  show. 

The  gathering  not  only  will  be  later  but 
also  will  be  larger.  An  expanded  and  refur¬ 
bished  convention  center  this  year  will 
house  exhibitors  on  the  same  show  floor. 
The  larger  facilities  also  will  host  a  con¬ 
ference  program  that  has  grown  beyond 
the  handful  of  production  and  technology 
sessions  of  just  a  few  years  ago. 

During  that  same  time,  the  event  has 
grown  to  include  the  New  Media  World 
two-morning  symposium  and  the  yearly 
print  quality  contest. 

New  this  year  are  all-morning  display 
(Tuesday)  and  classified  advertising  sales 
seminars  (Wednesday). 

Drawing  a  broad  range  of  mostly  mid¬ 
sized  dailies,  the  event’s  regional  appeal 
often  even  attracts  a  sprinkling  of  Cana¬ 
dians.  Attendees  and  conference  panel 
members  typically  also  include  represen¬ 
tatives  of  weeklies  and  major  metros. 

Formerly  occupying  two  levels  of  the 
convention  center,  the  exposition  will  now 
bring  together  more  than  135  exhibitors 
on  40,000  square  feet  of  a  single  show 
floor.  Though  the  trade  show  runs  from 
noon  Tuesday  to  noon  Thursday,  vendors 
can  arrange  private  demonstrations  before 
the  show  opens  each  morning. 

User  groups  representing  specific  new 
media,  prepress,  press,  and  post-press  sys¬ 
tems  take  advantage  of  the  occasion  to 
meet,  as  does  the  Rexo  Vendors  Alliance 
and  the  Inter-State  Circulation  Managers’ 
Association.  And  for  the  16th  year, 
newsprint  suppliers  will  host  a  Tuesday 
evening  reception. 

New  Media  World  will  examine  the  im¬ 
pact  of  online  publishing  on  every  aspect 
of  traditional  newspapering  and  on  one 
entirely  new  capability  —  electronic  com¬ 
merce.  The  symposium  leads  off  with  a 
keynote  address  on  just  that  subject  and 
returns  for  a  closer  look  the  next  day,  along 


with  a  luncheon  presentation  on  retailers’ 
experience  with  online  marketing. 

Following  Tuesday  morning’s  keynote, 
sessions  progress  through  all  areas: 

•  Advertising  —  holding  on  to  advertisers 
who  have  their  own  Web  sites 

•  Classified  advertising  —  using  con¬ 
sumer  research  to  support  strategic  deci¬ 
sion-making,  and  organizing  and  manag¬ 
ing  an  online  classified  venture 

•  Traditional  journalism  —  the  impact  of 
new  digital  technologies 

•  Newspajjer  delivery  —  electronic  deliv¬ 
ery  in  a  digital  format 

•  Community  publishing  —  supporting 
and  encouraging  online  publishing  by  the 
community 

•  Design  —  aspects  of  Web  site  design 


Other  sessions  consider  issues  related  to 
local  online  guides  and  directories,  databa.se 
publishing,  a  role  for  newspapers  in  the 
Internet’s  civic  potential,  and  broadening 
internal  access  to  a  newspaper  database. 

America  East’s  general  sessions  com¬ 
mence  Tuesday  morning  with  speakers 
addressing  at  least  five  matters  of  ongo¬ 
ing  interest  in  production,  circulation, 
and  companywide  operations:  printing 
possibilities  on  shaftless  presses;  con- 
i  verting  to  a  50-inch  web  width;  boosting 
circulation  through  brand  building  and 
better  value;  a  news  rack  legislation 
I  update;  a  look  at  newspapers’ Y2K  readi¬ 


ness;  and  planning  for  systems  failure. 

Wednesday  morning  features  teachers. 
In  concurrent  sessions,  retired  Rochester 
Institute  of  Technology  print  science  pro¬ 
fessor  Robert  G.  Hacker  offers  print  qual¬ 
ity  trends  and  tips  (and  announces  print 
quality  contest  winners),  and  Dow  Jones 
teacher  of  the  year  Kathy  Zweibel  joins  a 
panel  of  newspaper  executives  who  will 
look  at  the  Newspaper  in  Education  pro¬ 
gram  from  the  standpoints  of  readership, 
revenue,  and  responsibility. 

A  third  concurrent  session,  a  human 
resources  round  table,  will  include  dis¬ 
cussion  of  the  Americans  with  Disabili¬ 
ties  and  Family  and  Medical  Leave  acts. 

Wednesday  serves  up  sessions  with 
managers  from  five  big  dailies,  begin¬ 
ning  with  three 
from  Knight  Ridder 
speaking  about  a 
broader  view  of 
production  execu¬ 
tives’  responsibili¬ 
ties  and  ending  with 
a  fourth  —  the  com¬ 
mercial  printing 
manager  of  KR’s 
Philadelphia  News¬ 
papers  —  relating 
his  operation’s  on¬ 
site,  educational 
“printers  day.” 

In  between,  a 
sales  manager  will 
outline  procedures 
used  by  The  Morning  Call,  Allentown,  to 
satisfy  customers;  a  Dow  Jones  &  Co.  en¬ 
vironmental  manager  will  discuss  health, 
safety,  and  environmental  compliance, 
and  a  Pittsburgh  Post-Gazette  assistant  to 
the  editor  will  review  how  companies  that 
serve  the  newspaper  industry  find  and 
keep  good  employees. 

The  conference  concludes  Thursday 
with  post-press  and  information  systems 
round  tables,  a  how-to  session  on  com¬ 
puter-assisted  reporting,  and  a  discussion 
of  the  importance  of  press  maintenance. 
An  hour  later,  the  exhibitors  move  out  for 
another  year.  HI 
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Cleveland  paper  settles 
suit  with  termer  U.S.  Rep 


But  it  stands  by  its  story 

by  Lucia  Moses 

Cleveland’s  The  Plain  Dealer  set¬ 
tled  a  libel  suit  by  former  U.S. 
Rep.  Mary  Rose  Oakar  (D-Ohio), 
but  the  newspaper  .says  it  stands  by  the 
April  1992  series  that  sparked  the  suit. 

The  series  concerned  an  investigation 
into  alleged  abuses  of  the  House  post 
office  by  a  congressional  task  force  that 
Oakar  .sat  on.  In  a  joint  statement 
announcing  settlement  of  the  suit,  the 
newspaper  says  it  couldn’t  substantiate 
accusations  that  Oakar  was  associated 
with  “ghost  employees”  at  the  post  office. 
The  newspaper  published  the  Joint  state¬ 
ment  in  its  Feb.  12  edition. 

The  series  was  based  primarily  on  con¬ 
fidential  sources  who  claimed  Oakar 
resigned  under  pressure  because  the  inves¬ 
tigation  centered  around  the  alleged 
patronage  employees.  Oakar  sued,  calling 
the  accusations  a  “bald-faced,  damnable 
lie.”  The  confidential  settlement  includes 
an  undisclosed  payment  to  Oakar. 

A  congressional  task  force  concluded  in 
1992  that  there  was  no  evidence  of  ghost 
employees  associated  with  Oakar.  In  the 
Joint  statement,  the  Plain  Dealer  says  in 

‘Perp  walk’  ruled 

The  police  practice  of  parading  a  sus¬ 
pect  past  a  bevy  of  reporters  and 
television  cameras  is  a  violation  of  per¬ 
sonal  and  privacy  Fourth  Amendment 
rights,  a  federal  Judge  in  New  York  City 
ruled  last  week. 

The  decades-old  custom,  where  a 
defendant  is  led  out  of  a  police  precinct 
and  down  a  pathway  cordoned  off  by 
police  sawhorse  barricades,  shows  the 
police  doing  their  Job,  as  reporters  shout 
questions  and  still  photographers  and  TV 
cameramen  takes  shots  for  their  publica¬ 
tions  and  the  evening  news. 

But  U.S.  District  Court  Judge  Allen  G. 
Schwartz  ruled  that  the  so-called  “perp 
walk”  serves  no  legitimate  law  enforce¬ 
ment  purpose  other  than  to  “humiliate” 
the  defendant  and  “titillate”  the  public. 
“The  seizure  of  plaintiff  and  publication 


from  seven  years  ago 

light  of  the  finding,  it  recognizes  that  Ms. 
Oakar  was  “rightfully  upset”  about  the 
allegations  but  that  it  printed  them  because 
it  “believed  the  information  was  reliable.” 

“The  Plain  Dealer  isn’t  retracting  any¬ 
thing,”  says  Lou  Colombo,  a  Cleveland 
lawyer  representing  the  newspaper.  “We 
couldn’t  prove  that  there  were  in  fact 
ghost  employees.” 

The  four  sources  turned  out  to  be  a 
Democratic  congressman  and  a  Republi¬ 
can  congressman,  as  well  as  two  Repub¬ 
lican  staff  members.  Oakar  is  a  Democrat. 

Given  the  deadline  pressure  and  con¬ 
sistent  information  from  sources  of  both 
political  parties,  Colombo  says,  the 
Plain  Dealer  acted  reasonably  in  print¬ 
ing  the  allegations. 

Oakar,  an  eight-term  House  member 
who  left  Congress  after  losing  the  1992 
election  and  is  now  a  consultant  and 
radio  host,  says  her  long  fight  with  the 
newspaper  points  to  the  need  for  papers 
to  hire  ombudsmen,  especially  in  one- 
newspaper  towns. 

Colombo  responds  that  the  newspaper, 
in  fact,  reported  back  in  July  1992  on  the 
task  force’s  conclusion  that  there  were  no 
ghost  employees. 

unconstitutional 

of  his  image  during  the  staged  perp  walk” 
invaded  his  privacy  interests  in  a  way  that 
is  “recognized  as  meaningful  under  the 
Fourth  Amendment.”  wrote  Schwartz. 

The  Judge  also  criticized  WNYW, 
Channel  5,  the  Fox  television  affiliate  in 
New  York  City,  for  encouraging  the  police 
to  hold  a  “perp  walk.”  The  ruling  stems 
from  the  case  of  John  Lauro  Jr.,  who  sued 
the  city,  after  he  was  arrested  on  charges 
of  petty  larceny,  burglary,  and  possession 
of  stolen  property  and  was  marched  out 
the  front  door  of  the  station  house  and 
past  the  Fox  5  camera.  He  was  then 
placed  in  an  unmarked  police  car,  driven 
around  the  block  and  returned  to  the  sta¬ 
tion  through  another  door. 

The  charges  were  dropped  after  Lauro 
agreed  to  perform  one  day  of  community 
service.  —  David  Noack 


NbWS 

Studenmund 
leaves  LA  Times 

by  M.L.  Stein 

Barely  two 
months  since  she 
was  named  to  the 
Job,  Jaynie  Studen¬ 
mund  has  resigned 
as  chief  marketing 
officer  at  the  Los 
Angeles  Times,  cit¬ 
ing  “personal  and 
family  reasons.” 

Studenmund.  44, 
who  also  held  the  titles  of  senior  vice  pres¬ 
ident  and  general  manager/sections,  an¬ 
nounced  her  departure  Feb.  24.  She  was 
promptly  succeeded  by  Jim  Helin.  56.  pres¬ 
ident  of  the  Times'  national  edition,  who,  in 
an  employee  bulletin,  lauds  Studenmund’s 
“contributions  and  leadership”  in  reorga¬ 
nizing  the  marketing  department. 

He  adds  that  with  a  new  marketing 
team  in  place,  “we  are  going  to  rethink 
and  redirect  the  way  we  market,  sell,  and 
advertise  our  products  in  pursuit  of  rev¬ 
enue  and  readership.” 

In  a  separate  announcement.  Times 
president  and  CEO  Kathryn  M.  Downing 
calls  Studenmund  a  “top-notch  marketing 
executive  and  fine  person,  but  we  under¬ 
stand  her  reasons  and  we  wish  her  a  very 
happy  and  rewarding  future.”  Downing, 
who  was  hired  in  mid-January,  had  been  a 
banker,  serving  as  vice  president  of  Home 
Savings  of  America’s  retail  banking  divi¬ 
sion  and  previously  was  with  Great 
Western  Bank  as  executive  vice  president. 

Studenmund  and  Helin  did  not  imme¬ 
diately  return  phone  calls.  Times  spokes¬ 
woman  Laura  Morgan  told  E&P  that 
Studenmund  had  decided  that  she  “needs 
a  break  and  was  going  back  to  being  a 
full-time  mom.  She  had  been  through  two 
mergers  in  her  previous  Jobs.  I  believe  she 
feels  she  needs  some  time  off.”  Studen¬ 
mund  is  married  and  has  two  small  chil¬ 
dren.  The  shake-up  in  the  marketing 
department  stems  from  publisher  Mark 
Willes’  drive  to  integrate  it  with  news  sec¬ 
tions,  a  process  that  has  been  in  place  for 
several  months. 

General  managers,  who  will  report  to 
Helin,  have  been  appointed  for  various 
editorial  sections  of  the  newspaper, 
including  Southern  California  Living, 
Business.  Sports,  Travel,  and  Mefeo.  “The 
GMs,”  says  Helin,  “will  lead  their  teams 
in  .setting  clear,  strategic,  achievable  goals 
in  conjunction  with  their  editorial,  mar¬ 
keting,  and  advertising  partners.” 


Jaynie  Studenmund 
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Indiana  paper’s  Web  site  vandalized 

Online  advertisement  for  car  dealership  hacked  by  computer  hooligans 


by  David  Noack 

Federal  authorities  are  investigating 
who  hacked  into  the  online  auto¬ 
motive  section  of  The  Evansville 
(Ind.)  Courier  &  Press  and  made  de¬ 
rogatory  comments  about  a  car  dealer¬ 
ship.  The  cyber-intrusion  was  discovered 
Feb.  19,  after  the  car  dealership  notified 
the  newspaper. 

The  online  automotive  classified  sec¬ 
tion,  called  FasTrak,  went  offline  for 
about  two  hours,  as  the  newspaper 
checked  between  350  to  400  other  adver¬ 
tisements.  A  print  version  of  the  classified 
ads  was  unaffected.  Newspaper  executives 
declined  to  name  the  dealership. 

Vince  Vawter,  president  of  the  Courier 
&  Press,  which  is  owned  by  the  E.W. 
Scripps  Co.,  called  the  Federal  Bureau  of 
Investigation  to  investigate.  He  declined 
to  reveal  the  hacker’s  remarks  or  specu¬ 
late  on  who  did  it. 

“I  consider  it  a  criminal  matter.  They 
got  into  our  system.  We  had  password  pro¬ 
tection  on  it.  but  now  we  are  changing  the 
passwords,”  says  Vawter. 

One  way  to  gain  access  to  the  database 
of  automotive  ads  was  through  an  Internet 
protocol  called  Telnet,  where  someone 
armed  with  the  right  username  and  pass¬ 
word  can  infiltrate  a  computer  server. 
Another  method  is  via  a  Web  page,  where 
a  user  is  asked  for  an  identification  and  a 
password. 

Computer  security  analysts  point  to 
the  need  for  newspapers  to  better  safe¬ 
guard  passwords  and  access  to  their  sys¬ 
tems.  The  FBI’s  regional  office  in 
Evansville  could  not  be  reached  for 
comment. 

David  Kennedy,  director  of  research  at 
the  International  Computer  Security 
Association,  says  the  most  typical  form  of 
newspaper  hacking  has  been  changing 
Web  pages,  not  altering  content. 

He  says  a  hacker  getting  into  a  newspa¬ 
per  and  changing  content  raises  issues  of 
reliability  and  credibility. 

“It’s  the  first  that  I’m  aware  of  where 
the  content  was  unobtrusively  altered,  and 
this  is  by  far  the  most  insidious  with 
respect  to  future  implications,”  says 
Kennedy. 

He  doubts  that  newspapers,  for  the  most 
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The  Web-based  FasTrack  online  automotive  section  of  The  Evansville  Courier  &  Press 
was  hacked  by  someone  who  targeted  a  local  car  dealership. 


part,  are  targeted  by  other  newspapers. 

“1  suspect  the  more  common  scenario  is 
a  hacker  scanning  a  range  of  Internet 
Protocol  (IP)  addresses  using  an  automat¬ 
ed  tool.  The  results  of  that  scan  can  reveal 
a  vulnerable  Web  site  at  a  specific  IP 
address.  Only  when  he  investigates  further 
does  he  realize  the  IP  address  is  that  of  a 
newspaper,”  says  Kennedy. 

The  editor  of  The  Hacker  News 
Network,  who  wanted  to  be  identified  as 
Space  Rogue,  says  newspaper  Web  sites 
are  probably  being  hacked  more  than  is 
made  public. 

“1  commend  the  Evansville  Courier 
for  coming  forward  and  publicly  admit¬ 
ting  what  happened.  By  doing  so,  how¬ 
ever,  they  bring  into  question  the  validi¬ 
ty  of  any  story  they  publish.  ...  Typ¬ 
ically,  you  only  hear  about  the  cracks 
where  the  main  page  of  a  site  has  been 
changed.  If  you  change  the  main  page, 
you  can  also  change  the  contents  of  the 
page,”  says  Rogue. 

The  Evansville  incident  is  just  the  lat¬ 
est  in  a  string  of  newspaper  hacking 
episodes,  the  most  notable  of  which  was 
when  The  New  York  Times  on  the  Web 
discovered  last  September  that  their 
front  page  had  been  replaced  with  one 


featuring  nude  women  from  a  group  call¬ 
ing  itself  “Hacking  for  Girliez.” 

In  that  case,  the  Times'  Web  site  was 
down  for  about  nine  hours,  while  pro¬ 
grammers  struggled  to  gain  control  of  the 
site  from  the  hackers. 

Hidden  behind  the  Web  page,  the 
source  code  of  Hypertext  Markup 
Language  (HTML)  was  rife  with  profani¬ 
ty  and  racial  epithets  aimed  at  John 
Markoff,  a  Times  technology  reporter, 
who  has  written  extensively  on  impris¬ 
oned  alleged  computer  hacker  Kevin 
Mitnick.  He  also  co-authored  a  book  on 
Mitnick. 

A  couple  of  years  earlier  the  Times'  site 
fell  victim  to  a  mail  bombing  or  denial  of 
service  attack. 

And  early  last  year,  a  17-year-old  was 
arrested  and  charged  with  hacking  the 
Bozeman  (Mont.)  Daily  Chronicle's 
computer  system,  destroying  files,  and 
creating  a  hacked  Web  page  that  includ¬ 
ed  a  moving  skeletal  hand. 

The  incident  occurred  on  Jan.  12,  as 
the  newspaper  was  preparing  to  move  to 
new  offices,  and  caused  about  $2,000  in 
damage,  mostly  from  a  malicious  pro¬ 
gram  that  erased  files. 
daven@mediainfo.  com 
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Credibility  crisis  in  the  newsroom 

Round  table  of  journalists  explores  root  causes,  suggests  ways  to  improve 


by  Jan  Jaben 

Citing  results  of  a  recent  survey  that 
shows  a  growing  lack  of  faith  in 
the  media  among  the  American 
public,  1 1  journalists  from  around  the 
country  spent  a  recent  Saturday  night  in 
Cincinnati  tackling  the  issue:  “Media 
Credibility:  Believe  It  or  Not.” 

At  the  second  annual  national  round 
table  sponsored  by  the  Scripps  Howard 
Foundation,  the  “growing  credibility  cri¬ 
sis  with  the  American  people,”  as 
described  by  William  R.  Burleigh,  presi¬ 
dent  and  CEO  of  The  E.W.  Scripps  Co., 
was  examined  in  two  ways:  what  caused 
the  crisis  and  what  can  be  done  about  it. 

No  one  questioned  the  fact  of  the  cri¬ 
sis.  Judy  Woodruff,  CNN  senior  corre¬ 
spondent  and  moderator  of  the  panel, 
cited  a  number  of  examples,  such  as  the 
firing  of  a  number  of  journalists  for  pla¬ 
giarizing  or  making  up  information. 
“Truth  and  accuracy  are  the  cornerstones” 
of  the  industry,  she  said.  The  media  in  the 
last  few  years  has  also  lost  some  well- 
publicized  lawsuits  over  questionable 
reporting  methods. 

A  new  survey  by  Scripps  Howard 
News  Service  and  Scripps  Survey  Re¬ 
search  Center  at  Ohio  University’s  School 
of  Journalism  shows  that  less  than  15%  of 
all  Americans  think  newspapers  are  very 
reliable;  three-quarters  or  more  think 
reporters  are  biased,  inaccurate,  and  pry¬ 
ing;  and  more  than  40%  have  lost  at  least 
some  faith  in  the  media. 

Woodruff  also  cited  a  telephone  poll  of 
the  American  Society  of  Newspaper 
Editors  last  year  which  indicates  that  the 
public  “sees  too  many  errors  in  the 
media,”  believes  there’s  overreporting  of 
sensational  stories,  and  that  newsroom 
values  are  in  conflict  with  the  values  of 
ordinary  American  people. 

These  numbers,  said  Louis  D. 
Boccardi,  president  and  CEO  of  The 
Associated  Press,  “are  valid  for  the  sur¬ 
veys,  but  they’re  not  the  whole  story.” 
He  pointed  to  the  incredible  accelera¬ 
tion  in  the  flow  of  information  in  the 
last  decade,  making  it  difficult  for  the 
audience  to  deal  with  it. 

As  an  example,  he  said  the  AP  decid¬ 
ed  to  print  the  entire  Starr  Report  on 

1  2 


I  President  Clinton.  To  do  so,  it  used  a  | 

I  special,  faster  circuit  than  normal  to  j 
transmit  information.  The  entire  report  ! 
took  six  seconds  to  transmit.  A  normal  i 
circuit  would  have  taken  1 1  minutes.  If  j 
a  similar-sized  document  had  existed  | 
during  Watergate,  it  would  have  taken  | 
33  hours.  j 

Credibility  is  also  lost,  according  to  | 
Gregory  L.  Moore,  managing  editor  of 
The  Boston  Globe,  because  too  many  j 
{  people  in  the  media  are  motivated  with  ; 

being  stars.  ! 

Larry  M.  j 
Speakes,  senior  i 
adviser  to  the  i 
postmaster  gen¬ 
eral,  agreed  that  i 
the  talk  shows  j 
have  “made  stars 
out  of  reporters,” 
often  blurring 
the  line  between  | 
opinion  and  I 
objective  fact.  | 
j  Moore  also  charged  that  “punditry  has  j 
I  presented  opinion  as  fact.  We  label  opin-  ! 
ion  as  analysis  and  put  it  on  Page  One, 
not  just  on  the  op-ed  pages,  and  it  confus-  | 
es  readers.”  | 

Moderator  Woodruff  encouraged  the 
panelists  to  go  beyond  listing  the  reasons  ; 
for  the  media  losing  its  credibility  and  to  j 
suggest  what  can  be  done  to  protect  the  j 
I  public’s  faith  in  the  media. 

I  Karla  Garret  Harshaw,  editor  of  the 
Sprin/ifield  (Ohio)  News-Sun,  stressed  the 
importance  of  editors  talking  to  reporters  i 
when  they  return  from  covering  a  story,  ^ 
“although  it  may  not  be  easy  to  determine 
if  someone  made  up  something.” 

Mike  Jacobs,  editor  of  the  Grand  t 
Forks  (N.D.)  Herald,  a  recent  Pulitzer 
Prize  winner  for  public  service,  said  the  | 
safeguards  at  his  newspaper  include  a 
policy  that  if  employees  knowingly  i 
“make  things  up  or  borrow  or  steal  from  ; 
other  journalists,”  they’ll  be  fired.  His  ’ 
copy  editors  are  “trained  to  doubt  : 
what’s  being  edited  and  ask  reporters  to  | 
prove  what  they’re  writing.”  He  admit-  ' 
ted  that  under  daily  deadline  pressures,  | 
the  safeguards  are  not  always  carried 
through. 

Jane  E.  Kirtley,  executive  director  of  ! 


Mike  Jacobs 


the  Reporters 
Committee  for 
Freedom  of  the 
Press,  said  that 
lawyers  tell  their 
media  clients  not 
to  write  down 
their  guidelines 
because  they're 
afraid  that  this 
can  be  used 
against  the  me¬ 
dia  if  there’s  a 
lawsuit.  If  a  reporter  doesn’t  follow  the 
media’s  own  guidelines,  negligence  can 
be  shown. 

Newsroom  guidelines  or  standards 
cannot  be  flexible,  added  Clyde  Gray, 
news  anchor  at  WCPO-TV  in  Cin¬ 
cinnati.  Even  superstars,  he  said,  must 
be  able  to  be  questioned  and  reined  in  if 
necessary. 

Possible  solutions  to  the  credibility  cri¬ 
sis  included: 

•  Paying  attention  to  the  basics,  re¬ 
specting  what  the  readers  want  as  news, 
and  being  careful  about  doing  harm  in 
any  way. 

•  When  reporters  or  producers  “fall  in 
love”  with  their  big  stories,  editors 
should  take  a  step  back  before  printing 
or  running  the  story.  “In  most  organiza¬ 
tions,  someone  has  said  ‘this  doesn’t 
seem  right,’  but  they  got  overruled,” 
noted  Moore. 

•  There  needs  to  be  fail-safe  checks  with¬ 
in  organizations,  said  Boccardi;  editors 
need  to  question  reporters’  stories. 

•  Media  should  be  more  independent 
and  get  out  of  the  herd  mentality  that 
causes  one  to  report  a  story  just  because 
another  newspaper  or  television  station 
has  run  with  it. 

•  Teach  reporters,  producers,  and  writ¬ 
ers  a  “higher  consciousness  of  ethics,” 
Moll  said. 

“Every  time  these  people  go  out  to 
cover  a  story,  the  first  filter  should  be,  is 
it  right?  Is  it  ethical?” 

•  The  media  needs  to  turn  to  its  cus¬ 
tomers  for  advice  more  frequently  than  it 
does  now. 


Jaben  is  a  freelance  writer  based  in 
Blue  Ash,  Ohio. 


Louis  D.  Boccardi 
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Wondering  which 
path  to  choose? 


The  nature  of  business  today  is  more  competitive 
than  ever.  New  media  and  evolving  technologies 
have  created  a  business  environment  characterized 
by  both  challenge  and  opportunity. 

Whether  your  growth  strategy  is  to  create  new 
products,  leverage  the  power  of  the  Internet  or 
maximize  your  advertising  revenue,  our  people, 

f 

solutions  and  services  can  help  you  succeed. 

Our  content  and  information  management  solutions 
have  continually  set  the  standard  of  comparison, 
meetirig  the  rigorous  productivity  demands  of  our 
customers  around  the  world. 

At  Atex  Media  Solutions,  we  are  helping  publishers 
achieve  their  financial  objectives.  In  times  of 
challenge  and  opportunity,  our  unique  understanding 
of  your  individual  business  requirements  can  help 
you  continue  along  the  path  to  prosperity. 

It's  your  choice. 
1-800-433-ATEX 

ATEX*  ' 

■  T  V . 

r;.  ''*■  -  '1  ■ 

'  '  www.atex.com 

15  Crosby  Drive 
Bedford,  MA  USA  (>1730 


ATEX'  is  a  registered  trademark  of  Atex  Publishing  Systems  Corporation, 
a  wholly  owned  subsidiary  of  Atex  Media  Solutions,  Inc. 


Newspapers  report 
‘tidy’  profits  in  ’98 

Ad  revenue  up,  despite  dragging  stocks 


by  Lucia  Moses 

Despite  lackluster  stock  market  per¬ 
formance  by  most  newspaper 
stocks  and  slackened  ad  growth  in 
the  fourth  quarter,  1998  was  a  good  year 
to  be  in  the  newspaper  business. 

Strong  ad  growth  in  the  first  half  of  the 
year,  plus  tapering  newsprint  costs  and  an 
overall  strong  economy,  led  to  tidy  profits 
at  newspapers  in 
the  last  quarter 
and  full  year. 

Newspaper 
executives  also 
kept  their  eye  on 
the  bottom  line 
in  1998,  continu¬ 
ing  to  cut  costs 
on  a  number  of 
fronts. 

They  re  meet-  steve  Barlow 
ing  or  beating 

expectations,”  Lauren  Rich  Fine  of  Mer¬ 
rill  Lynch  says  of  newspaper  companies’ 
year-end  performance. 

With  fourth-quarter  and  full-year  re¬ 
sults  of  most  publicly  owned  companies 
now  in,  many  industry  watchers  are  ratch¬ 
eting  up  expectations  for  1999. 

“It  looks  like  the  GDP  is  doing  a  lot 
stronger  than  what  people  thought,”  says 
Asa  Graves,  analyst  with  Wheat  First 
Union  brokerage  based  in  Richmond,  Va. 
“Our  economists  have  been  raising  fore¬ 
casts,  as  most  people  have  been.” 

Overall  newspaper  ad  revenues  grew 
6.2%  in  1998  to  $44.3  billion,  lifted  by 
sports  and  political  spending.  By  compar¬ 
ison,  ad  revenues  grew  8%  to  $48.1  bil¬ 
lion  in  broadcast  and  8.2%  to  $14.6  bil¬ 
lion  in  radio,  according  to  preliminary 
estimates  from  forecaster  Robert  Coen  of 
McCann-Erickson  Worldwide. 

Newspaper  stocks,  however,  told  a  dif¬ 
ferent  story.  After  a  strong  performance  in 
the  first  half  of  1998,  about  one  dozen 
stocks  were  dragged  down  an  average 
28.2%  amid  recession  jitters,  compared 
with  the  Standard  &  Poor’s  500  Index, 
which  dropped  19%,  says  Credit  Suisse 
First  Boston’s  Steven  Barlow. 
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j  As  of  Feb.  19,  the  S&P  500  had  grown 
!  29%,  but  the  same  stocks  had  regained 
I  only  20%.  What  had  held  down  stock 
i  prices  for  much  of  last  year,  analysts  say, 
were  lower-than-expected  revenues,  fears 
I  of  an  Internet  threat  to  classified  advertis- 
1  ing,  and  a  belief  that  the  newspaper 
j  industry  had  peaked. 

!  Radio,  cable,  and  television  stocks 
j  tended  to  outperform  newspapers  in 
1998,  with  the  best  stocks  representing  a 
mix  of  sectors,  Barlow  says. 

Here’s  a  sampling  of  what  foreca.sters 
see  for  1999: 

•  Slower  ad  revenue  growth.  This  year 
will  face  tough  comparisons  with  1997, 
when  ad  spending  Jumped  8.5%  to  $41.7 
billion.  Growth  rates  are  predicted  to 
range  from  3%  to  5.5%,  with  millennium- 
related  advertising  providing  a  boost. 

•  Use  of  preprints  will  continue  to  in- 

j  crease,  says  Miles  Groves,  outgoing  chief 
j  economist  with  the  Newspaper  Associa- 
1  tion  of  America. 

I  •  Slower  classified  ad  growth.  If  the 
j  economy  remains  strong,  newspapers 
j  could  face  fewer  classified  ad  revenues, 

!  which  are  driven  by  help  wanted  and 
j  real  estate. 

•  Flat  to  lower 
newsprint  prices. 
Prices  of  news¬ 
print,  which  ac¬ 
count  for  about 
20%  of  newspa¬ 
pers’ expenses,  are 
predicted  to  fall  as 
much  as  5%. 

“1  think  the  key 
thing  is  the  econo¬ 
my,”  Groves  says, 
j  “If  the  economy  continues  to  show  the 
j  strength  in  ’99  it  ended  on  in  '98,  you 
might  see  a  push.  Right  now,  no  one’s 
making  any  major  mistakes.” 

He  also  predicts  slower  circulation 
losses  and  increases  in  Sunday  and  sin¬ 
gle-copy  sales,  while  calling  on  publish¬ 
ers  to  focus  on  stemming  erosion  of  read¬ 
ership  and  look  for  local  advertising, 
which  he  says  will  play  a  more  prominent 
role  for  newspapers. 


NY  Daily  News 
retool  underway 

by  Joe  Strupp 


Although  New  York  Daily  News  Sunday 
editor  Edward  Kosner  remains  tight- 
lipped  about  the  revamped  Sunday  paper 
he’s  promising  sometime  next  month,  he 
did  say  this  week 
that  the  new  ver¬ 
sion  would  pro¬ 
vide  several  Sun¬ 
day  magazines 
and  an  expanded 
opinion  section. 

“I  don’t  want 
to  say  too  much 
before  it  comes 
out,”  says  Kos¬ 
ner,  the  former 
Esquire  and  Newsweek  editor  who  signed 
on  with  the  News  in  November.  He  hints 
only  that  the  new  Sunday  paper  would 
include  “more  than  one,  but  less  than  six” 
magazine  sections  with  more  entertain¬ 
ment  and  service  subjects. 

"The  material  breaks  down  into  a  neat 
division  that  way,”  Kosner  explains. 


Edward  Kosner 


Public  stock  hits 
TheStreet.com 


I  by  Joe  Strupp 

In  a  span  of  two  days,  TheStreet.com,  a 
leading  online  financial  news  Web  site, 
received  a  $15  million  investment  from 
j  The  New  York  Times  Co.  and  announced 
!  plans  to  offer  its  first  public  stock.  The  New 
i  York-based  company,  which  boasts  37,000 
!  subscribers,  has  operated  since  1996. 

The  New  York  Times  Co.  announced 
its  investment  in  a  press  statement  on  Feb. 
22  that  says  the  newspaper  would  provide 
$15  million  in  cash  and  services  and 
nominate  a  Times  Co.  vice  president  to 
serve  on  the  Web  site’s  board  of  directors. 
Russell  Lewis,  Times  Co.  president  and 
i  CEO,  says  the  Web  site  has  already  be- 
j  come  a  major  player  in  online  service. 

!  “In  just  two  years,  TheStreet.com  has 
rapidly  grown  into  one  of  the  most  influ- 
j  ential  financial  information  sites  on  the 
Web,”  Lewis  says.  One  day  after  the  in¬ 
vestment  announcement,  TheStreet.com 
officials  reported  that  they  had  filed  with 
the  Securities  and  Exchange  Commission 
for  an  initial  public  offering  of  common 
stock  but  declined  to  comment  further. 
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Flexible. 

Real  Flexible. 


The  flexibility  of  NTI  NEWSLINE® 
circulation  software  is  just  one 
reason  you  should  be  using  it. 

And  it's  a  good  reason.  Because  your  newspaper 
is  different  than  others,  you  need  software 
that's  flexible.  Software  that  accommodates 
your  unique  language  and  terminology,  market, 
and  circulation  requirements.  NTI  NEWSLINE® 
software  does  that.  But  that's  only  the  beginning. 

NTI  NEWSLINE®  puts  valuable  circulation 
information  at  your  fingertips.  It  lets  you  access 
information  easily,  make  necessary  distribution 
changes  quickly,  and  track  trends  and  returns. 
With  NTI  NEWSLINE  you  can  simplify  and 
expand  customer  service  (like  letting  customers 
serve  themselves  via  the  Internet  orTelephony). 
NTI  NEWSLINE  also  gives  you  the  needed  tools 
for  effective  data-base  marketing.  And,  because 
it  operates  on  a  Windows-based  platform, 
NTI  NEWSLINE  is  extremely  accessible  and 
very  user-friendly. 

If  you  want  to  make  your  circulation  everything 
it  can  -  and  should  -  be,  give  us  a  call.  We  have 
the  solutions. 

For  more  information  on  the  NTI  NEWSLINE'- 
software  suite  of  products  for  circulation,  visit 
http://www.nti.ca,  or  call:  (North  America,  toll  free) 
1-888-NTI-LINE  (684-5463)  or  (403)  234-0230 

Visit  us  at  America  East,  Booth  #3 
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Solutions  Without  Compromise 


Firebombing  at  biack  paper 

Politician  implicated  in  the  destruction  of  the  Jackson,  Miss.,  newspaper 


by  Mark  Fitzgerald 

The  first  time  Charles  W.  Tisdale, 
editor  and  publisher  of  the  Jackson 
(Miss.)  Advocate,  and  Louis 
Armstrong,  who  would  become  president 
of  the  Jackson  City  Council,  ever  had  a 
conversation,  it  ended  in  a  fist  fight. 

That  set  a  pattern  between  the  two 
outspoken  black  men  for  the  next  two 
decades:  The  politician  ripped  into  the 
publisher  repeatedly  on  public  occasions 
while  Tisdale  belittled  Armstrong  in  the 
pages  of  the  weekly  that  calls  itself  “The 
Voice  of  Black  Mississippians.” 

“Louis  Armstrong  resembles  no  one  as 
much  as  he  resembles  Emperor  Jones  in 
the  famed  playwright  Eugene  O’Neill’s 
play  of  that  name,”  Tisdale  once  wrote  in 
a  column  later  quoted  by  The  Clarion- 
Ledger  in  Jackson.  , 

“Armstrong  struts  and  preens  from  | 
his  seat  at  meetings  with  all  the  femi-  j 
ninity  of  a  Gilbert  and  Sullivan  prima  j 
donna.”  j 

On  Jan.  26,  1998,  the  Jackson  Advo¬ 
cate  was  destroyed  by  two  Molotov  cock¬ 
tails.  Thirteen  months  passed  with  no 
arrests  —  but  now  federal  authorities  say 
Armstrong  paid  a  former  campaign  aide 
$500  to  carry  out  the  firebombing. 

In  court  Feb.  19,  assistant  U.S.  attorney 
Jack  Lacy  accused 
Armstrong  of  ordering  “I’m  Sb 

the  firebombing  be¬ 
cause  he  was  “frustrat-  SUr6 

ed  at  the  critical  and  in¬ 
creasingly  derisive  tone  don’t 

of  newspaper  articles 
written  about  him  in  the  tho  right 

Jackson  Advocate.” 

Armstrong  has  not  -StephaneF 

been  charged  in  the  dihectc* 

crime  and  prosecutors  Christian  Leads 
will  not  say  when  or  if 
he  will  be  charged. 

Armstrong  pleaded  guilty  Feb.  16  to 
bribery  and  extortion  charges  stemming 
from  a  City  Council  zoning  vote  and 
resigned  from  the  council  the  same  day 
he  was  named  in  the  firebombing  crimi¬ 
nal  information. 

Armstrong  did  not  return  a  phone  mes¬ 
sage  left  at  his  residence. 

Perhaps  as  shocking  as  the  accusation 


J.D.  Schwalm/The  Clarion-Ledger 


Charles  Tisdale,  inside  of  his  firebombed  newspaper,  the  Jackson  (Miss.)  Advocate, 
doesn’t  believe  his  old  enemy  Louis  Armstrong  is  responsible  for  the  attack. 


that  a  black  public  official  in  the  Deep 
South  ordered  a  Ku  Klux  Klan-style 
attack  on  a  black  newspaper  is  this  fact: 
Publisher  Tisdale  doesn’t  believe  his  old 
enemy  did  it. 

“If  he  was  going  to  blow  up  my  office 
because  of  what  1  wrote  against  him,  he 
would  have  blown  it  way  before  this  — 
because  we’ve  been  at  this  for  a  long 


Shea  says  the  Advocate's  former 
offices  are  not  even  in  the  downtown 
improvement  area. 

The  conspiracy  theory  continues  to 
have  support.  The  local  Southern  Chris¬ 
tian  Leadership  Conference  chapter 
reached  the  same  conclusion  about  the 
firebombing  as  publisher  Tisdale,  says  its 
executive  director,  Stephanie  Parker¬ 


time,”  Tisdale  says  in  a  telephone  inter-  I  Weaver.  Ironically,  Weaver  is  also  a  bitter 


“I’m  absolutely 
sure  they 
don’t  have 
the  right  person.’’ 

—  Stephane  Pabker-Weaver, 
EXEC,  director  OF  SOUTHfflN 
Christian  Leadershp  CtoNFERENCE 


view.  “I  believe  it’s  a  cover-up.” 

Tisdale  says  he  be- 
Olutely  lieves  the  paper  was 

targeted  for  its  oppo- 
^0Y  sition  to  Capital  Cen¬ 

ter  Inc.  (CCl),  a  pri- 
[^3V6  fiiTTi  redevelop¬ 

ing  downtown  Jack- 
Derson.’’  son  under  special  tax 
status. 

rker-Wbvver,  He  says  the  compa- 

OF  Southern  "y  not  only  angry 

HIP  Conference  Advocate  s  edi¬ 

torials  and  litigation 
challenging  the  legali¬ 
ty  of  CCl’s  agreement  with  the  city  but 
CCl  also  coveted  his  old  building  as  the 
site  for  a  nightclub  in  a  new  entertain¬ 
ment  district. 

“It’s  quite  plain  to  me  that  1  was  a  thorn 
in  their  side,  so  to  speak.”  he  says. 

“1  think  that’s  a  fantasy,”  responds 
CCl  president  Don  Shea  in  a  telephone 
interview. 


political  foe  of  Arm.strong  and  ran  against 
him  in  the  last  election. 

“I’m  absolutely  sure  they  don’t  have 
the  right  person,”  she  .says  in  a  telephone 
interview.  “Louis  Armstrong  is  many 
things.  He’s  an  extortionist,  he’s  a  briber, 
he  likes  to  fight  ...  but  he  does  not  have 
this  pattern  of  arson.  1  am  not  going  to  let 
them  put  this  on  him.” 

Tisdale  and  Parker-Weaver  say  they 
suspect  a  man  under  indictment  for 
manufacturing  homemade  bombs.  The 
man,  who  is  in  federal  pri.son  awaiting 
trial,  “has  no  involvement  in  this  case 
whatsoever,”  says  assistant  U.S.  attor¬ 
ney  Lacy. 

Lacy,  in  a  telephone  interview,  declines 
to  comment  on  the  case  except  to  defend 
the  thoroughness  of  the  federal  investiga¬ 
tion:  “At  one  time  we  had  nine  people 
working  on  this  case.  We  have  had  some¬ 
one  working  on  this  case  every  day  since 
[the  day  of  the  firebombing].” 
markf@mediainfo.  com 
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Reach  News  Execmives 
with  YOUR  ads  in  E&P’s 
ASNE  Conference  Package 


APRIL  10"^”  AND  17” 


It’s  the  annual  event  targeted  to  newspaper  editors  country  and  will  be  the  focus  of  the  industry. 

—  the  American  Society  of  Newspaper  Editors  Attendees  and  non-attendees  will  turn  to  E&P 
Conference!  Held  April  13-17  at  the  Fairmont  magazine  for  the  latest  industry  news  as  well  as 
Hotel  in  San  Francisco,  the  ASNE  Conference  coverage  of  this  important  event, 
attracts  top  newspaper  editors  from  across  the 

April  10th  —  ASNE  Conference  Issue  April  17th  —  ASNE  Conference  News  Wrap-up  Issue 

As  the  conference  gets  under  way,  you  won’t  want  to  miss  advertising  E&P  highlights  the  conference  in  this  issue.  Leave  an  impression 

opportunities  in  the  ASNE  Conference  issue.  Each  issue  of  E&P  is  with  newspaper  editors  when  you  place  an  ad  in  this  final  confer- 

vital  to  newspaper  editors  and  this  issue  will  be  particularly  valuable  as  ence  issue  —  it's  where  they’ll  turn  for  news  coverage  of  the 

it  is  distributed  among  these  top  professionals  during  the  conference.  event! 

Space  Deadline  —  March  31  Space  Deadline  —  April  7 

Material  Deadline  —  April  5  Material  Deadline  —  April  9 

New  York  -  Tel:  (212)  675-4380  ext.lBO  •  Fax:  (212)  929-1259  •  Washington  -  Tel:  (301)  656-5712  •  Fax:  (301)  656-5713 
Chicago  -  Tel:  (312)  641-0041  •  Fax:  (312)  641-0043  •  Denver  -  Tel:  (303)  333-9840  •  Fax:  (303)  333-2924 
Monterey  -  Tel:  (831)  625-6902  •  Fax:  (831)  625-6911  •  New  England  -  Tel:  (508)  821-4670  •  Fax:  (508)  822-5039 
Classified  Department  -  Tel:  (212)  675-4380  •  Fax:  (212)  929-1259 


Bill  may  replace  Public  Records  Acl 

Publishers  oppose  bill  that  would  make  it  harder  to  collect  personal  information 


by  M.L  Stein 


collection  and  use  of  personal  information. 


1  The  bill  is  so  sweeping  that  it  would 

Publishers  are  joining  a  big  chunk  of  j  supersede  the  Public  Records  Act  or  any 
the  business  community  in  opposi-  !  other  access  law.  It  would  be  unlawful  for 
tion  to  a  California  bill  that  would  |  any  private  entity,  including  newspapers,  to 
create  broad  new  protections  against  the  !  gather  personal  information  about  someone 
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without  their  consent  unless  there  is  specif¬ 
ic  legal  authorization.  It  would  further 
require  the  information  gatherer  to  reveal 
how  it  was  obtained,  how  it  will  be  used, 
and  to  whom  it  will  be  disclosed.  More¬ 
over,  organizations  that  possess  personal 
information  must  ensure  its  accuracy  and 
security.  The  measure  embodies  both  crim¬ 
inal  and  civil  liabilities,  including  $5,000 
fines  and  $5,000  in  civil  penalties.  An 
ombudsman  would  be  appointed  to  assist 
individuals  with  privacy  complaints. 

Newspapers  cannot  base  news  Judg¬ 
ment  on  the  wishes  of  those  who  make 
the  news,  California  Newspaper  Publish¬ 
ers  Association  general  counsel  Thomas 
Newton  .said  in  an  interview  after  meeting 
recently  in  Sacramento  with  lobbyists  for 
a  slew  of  various  businesses,  including  di¬ 
rect  marketers,  book  publishers,  the  cred¬ 
it  reporting  industry,  title  insurance  com¬ 
panies,  private  investigators,  and  manu¬ 
facturers,  along  with  representatives  of 
colleges  and  universities.  They  meeting 
was  hosted  by  the  State  Chamber  of 
Commerce. 

The  main  fear  among  the  delegates  is 
that  the  bill,  S.B.  129,  by  State  Sen.  Steve 
Peace  (D-El  Cajon),  would  not  only 
severely  constrict  access  to  public  records 
but  also  would  limit  the  u.ses  to  which  the 
information  could  be  put. 

"The  bill  is  essentially  saying  that  gov¬ 
ernment  knows  best  how  businesses  should 
collect  and  maintain  information,”  said 
Newton.  “It  will  impact  on  every  business 
in  the  state  since  it  has  the  potential  to  cur¬ 
tail  access  to  vast  amounts  of  information. 
But  newspapers  will  be  especially  hard  hit 
because  we  depend  on  the  Public  Records 
Act  to  monitor  government.  Although 
everyone  believes  personal  privacy  is  a 
good  thing,  too  much  of  a  good  thing  can 
have  some  very  bad  results  for  business  and 
society.  The  bill  will  not  work  in  the  con¬ 
text  of  newspaper  publishing.” 

There  has  been  a  mounting  drumbeat 
in  California  for  this  kind  of  legislation  in 
the  past  few  years,  Newton  pointed  out. 
He  added,  however,  that  the  legislature 
and  the  public  have  heard  only  one  side  of 
the  privacy  issue,  “primarily  from  those 
who  believe  that  policies  need  to  be  radi¬ 
cally  changed  to  increase  the  individual’s 
control  over  the  collection  and  use  of  per¬ 
sonal  information.” 
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Utah  newspapers  win  taxing  argument 


by  M.L  Stein 

Utah  publishers  managed  to  beat 
back  a  bill  to  eliminate  newspapers’ 
sales  tax  exemption  but  not  before 
papers  were  attacked  as  worthless  and  irrel¬ 
evant  at  a  bitter  legislative  hearing  during 
which  one  former  representative  accused 
the  press  of  having  “ruined  my  life.” 

Members  of  a  House  of  Representa¬ 
tives  committee  that  heard  arguments  on 
the  issue  even  berated  publishers  for  their 
Newspaper  in  Education  programs,  which 
were  labeled  as  “just  advertising  pieces  to 
influence  parents  of  the  children  to  sub¬ 
scribe  to  the  paper.” 

“It  was  brutal,”  recalls  one  witness, 
Janice  Keller,  executive  director  of  the 
Utah  Press  As.sociation  (UPA).  “They 
told  us  we  were  worthless.” 

“We  also  were  told  we  are  a  monopoly, 
which  struck  me  as  odd  since  they  also 
complained  we  are  no  longer  primary 
sources  of  information,  having  been  re¬ 


placed  by  TV  and  the  Internet,”  adds  Kevin 
Ashby  of  the  Sun  Advocate,  a  weekly  in 
Price,  Utah.  Brett  Bezzant,  who  publishes 
the  Nen’  Utah  papers  in  three  cities,  says 
some  committee  members  insisted  that 
“Utahans  are  not  looking  at  newspapers 
for  their  news  anymore  and  that  newspa¬ 
pers  have  outserved  their  purpose.” 

Appearing  before  the  committee,  for¬ 
mer  Rep.  Kelly  Atkinson  charged  the 
press  with  ruining  his  life  and  destroying 
his  family  in  reporting  allegations  of  a 
conflict  of  interest  when  he  was  running 
for  mayor  of  West  Jordan. 

“He  went  on  to  say  that  newspapers 
deserve  to  be  taxed  because  of  the  damage 
they  do  to  the  public,”  Bezzant  says.  “But 
he  turned  out  to  be  our  best  defen.se.  A  bill 
that  comes  out  in  retaliation  against  news¬ 
papers  did  not  float  well  in  the  House.” 

The  committee  approved  House  Bill 
80,  which  would  have  applied  to  sub¬ 
scriptions  and  street  sales,  but  it  lost  on 
the  floor  48-24.  H.B.  80  was  introduced 


by  Rep.  David  Zolman  (R-Taylorsville), 
who  handed  the  committee  a  flier  that 
termed  the  exemption  a  “subsidy”  and 
argued  that  it  was  originally  granted 
because  newspapers  were  the  state’s  main 
source  of  information.  “Seventy-five  per¬ 
cent  of  us  get  our  daily  information  from 
either  TV  or  radio  news.  The  Internet  is 
another  common  source  of  information.” 
He  also  says  that  “60%  of  Utah  residents 
who  do  not  subscribe  to  a  newspaper  are 
subsidizing  the  40%  who  do.” 

Bezzant  adds,  however,  that  govern¬ 
ment  uses  newspapers  for  public  notices 
“and  they  turn  around  and  tax  the  access 
to  the  information.  It’s  not  good  policy  to 
tax  a  source  of  information  that  helps  the 
majority  of  Utahans.” 

Legislators  were  not  swayed  by  the 
committee’s  vote.  Nora  Stephens  (R- 
Sunset)  says,  “It  is  my  understanding 
there  are  two  papers  that  could  absorb 
this,  but  the  other  52  papers  in  the  state 
would  struggle.”  H 
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Internet  access  business 
leses  luster  ter  papers 

But  marketing  value  and  revenue  stream  keep 
InfiNet,  and  scores  of  papers,  in  the  ISP  game 


by  Lucia  Moses 

Newspapers  that  once  viewed  the 
business  of  providing  Internet  ac¬ 
cess  as  a  revenue  source  to  offset 
the  costs  of  online  ventures  are  finding 
other  pathways  toward  profitability. 

According  to  an  Editor  &  Publisher  Co. 
survey  of  online  activity  at  329  newspa¬ 
pers,  18%  of  the  papers  reported  revenue 
from  Internet  access  services.  It  found 
25%  of  newspaper  sites  are  profitable, 
local  advertising  attracts  60%  to  70%  of 
revenues,  and  26%  of  revenues  come  from 
classified  ads. 

Is  providing  Internet  access  to  con¬ 
sumers  the  best  way  for  newspapers  to 
make  money  on  online?  Analysts  say  clas¬ 


sifieds  and  e-commerce  are  better  revenue 
.sources,  but  some  online  managers  say 
being  an  Internet  service  provider  (ISP) 
can  work  in  the  right  market. 

Patrick  Keane,  an  analyst  for  the  New 
York-ba.sed  Internet  research  firm  Jupiter 
Communications,  says  being  an  ISP  has 
marketing  value  but  offers  little  else. 

“It’s  a  way  to  get  branding,”  Keane 
says.  “I  don’t  see  it  as  being  particularly 
lucrative.” 

Newspapers  left  the  ISP  business  long 
ago,  says  Bill  Bass,  an  analyst  with 
Forrester  Research  Inc.  in  Cambridge, 
Mass.,  because  “it  never  really  did  much 
for  them.  It’s  a  business  without  any  great 
economics.” 

Nevertheless,  Norfolk,  Va.-based 


InfiNet,  formed  by  Landmark  Communi¬ 
cations  Inc.  to  help  newspapers  subsidize 
Web  ventures  with  revenue  from  access 
services,  hasn’t  given  up  on  the  idea. 

With  about  65  newspaper  affiliates 
offering  Internet  access  to  about  100,000 
subscribers,  up  20,000  in  1998,  InfiNet 
still  seeks  to  recruit  the  rest  of  the  papers 
operated  by  its  owners  —  Knight  Bidder 
and  Gannett  Co.,  in  addition  to 
Landmark  —  says  Steve  Fuschetti, 
InfiNet’s  executive  vice  president.  The 
company  projects  1999  revenues  to  total 
$27  million. 

His  .selling  point  is  that  newspapers  get 
revenue  from  Internet  access  services  “at 
no  cost  other  than  marketing  in  the 
papers.” 

InfiNet  .sets  up 
Internet  access 
services  in  local 

markets  and  sells  S 

subscriptions  un- 

der  the  newspa-  J  i 

per ’s  brand  name.  V  I 

When  users  ac- 
the  Internet, 
the  service  de- 
faults  to  the  news- 

paper’s  home  Chris  Jennewein 


E&P  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

2/24/99 

2/17/99 

^24^^11 

2/24/99 

2/17/99 

A.H.  Belo  Corp.  (NY)+ 

17.563 

16.375 

27.375 

McClatchy  Co.  (NY) 

32.000 

32.313 

26.563 

American  Media  Inc.  (NY) 

6.438 

6.500 

7.438 

Media  General  Inc.  (AM) 

49.188 

45.000 

45.500 

Central  Newspapers  Inc.  (NY) 

35.000 

35.250 

34.563 

New  York  Times  Co.  (NY)+++ 

32.688 

31.750 

33.500 

Dow  Jones  &  Co.  Inc.  (NY) 

46.438 

45.375 

50.125 

News  Corp.  Ltd. 

28.625 

29.000 

24.938 

E.W.  Scripps  Co.  (NY) 

41.875 

43.688 

52.750 

Pearson  Ltd. 

22.375 

21.000 

14.500 

Gannett  Co.  Inc.  (NY) 

65.188 

64.750 

63.313 

Pulitzer  Publishing  Co.  (NY) 

81.063 

81.563 

67.188 

Gray  Comm.  Sys.  (NY) 

18.563 

18.000 

25.750 

Quebecor  Inc.  Class  A 

21.250 

21.250 

18.875 

Harte-Hanks  Inc.  (NY)++ 

25.875 

25.250 

21.719 

Sun  Media  Corp.  (TSE)* 

21.000a 

21.000a 

17.000a 

Bollinger  International  (NY) 

11.813 

11.750 

15.125 

Thomson  Corp.  (TSE) 

36.300a 

36.200a 

41.300a 

Journal  Register  Co.  (NY) 

12.250 

12.500 

19.625 

Times  Mirror  Co.  (NY) 

55.813 

56.000 

61.750 

Knight  Bidder  (NY) 

50.063 

49.750 

55.875 

Tribune  Co.  (NY)** 

66.250 

65.250 

63.938 

Lee  Enterprises  Inc.  (NY) 

26.813 

27.313 

30.938 

Washington  Post  Co.  (NY) 

557.875 

559.563 

483.000 

*  Initial  public  offering  closed  on  12/15/97 
**  Adjusted  for  2-for-1  stock  split 

+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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page,  “driving  eyeballs  to  their  content,”  Fuschetti  says. 

Newspapers  share  —  Fuschetti  wouldn’t  give  the  split  —  in 
revenues  from  access  fees  that  typically  run  about  $20  a  month 
for  unlimited  access.  Newspapers  with  InfiNet-hosted  Web  sites 
pay  "hosting”charges  to  InfiNet,  structured  so  that  the  more 
subscribers  a  newspaper  signs,  the  lower  its  costs. 

At  Landmark’s  The  Viiginian-Pilot,  Internet  .service  helps 
promote  the  paper  and  is  expected  to  generate  “a  decent  revenue 
stream”  for  some  time,  says  Chris  Kouba,  content  manager  for 
Virginia-Pilot  Interactive  (www.pilotonline.com). 

Other  newspapers  have  had  difficulties  with  Internet  access. 

The  Raleigh.  N.C.,  News  &  Observer,  which  was  one  of  the 
first  papers  to  offer  Internet  access,  through  its  new  media  sub¬ 
sidiary  Nando.net.  left  the  business  in  1996  after  three  years, 
says  Nando.net  president  Christian  Hendricks.  Even  though  it 
was  generating  $1  million  a  year  in  revenue,  it  was  losing 
money  and  diverting  resources  from  the  more  important  goal  of 
developing  content  for  the  site.  Hendricks  says,  adding  that 
technology  costs  have  since  come  down  significantly. 

Morris  Communications’  seven  ISPs  turn  decent  profits,  but 
online  services  director  Michael  Romaner  says  it’s  getting  hard¬ 
er  to  compete  against  giants  like  AT&T  and  America  Online, 
which  boast  national  brands,  low  rates,  high  bandwidth,  and 
attractive  packages.  “1  would  say  1999  is  going  to  tell  us  if  we 
can  compete,”  he  says. 

Chris  Jennewein,  vice  president  for  technology  and  opera¬ 
tions  at  Knight  Ridder  New  Media,  says  it’s  too  early  for  news¬ 
papers  to  dismiss  Internet  access  as  a  contributor  to  online  prof¬ 
itability.  “I  think  a  number  of  papers  are  questioning  it  ... 
because  there’s  so  much  competition  in  the  ISP  business.”  he 
says.  “But  I  think  it’s  a  viable  revenue  stream.  When  you’re  new 
in  the  area,  you  can’t  afford  to  ignore  any  revenue.” 

At  Knight  Ridder,  most  of  whose  papers  are  ISPs,  the  expe¬ 
rience  shows  that  in  the  right  market,  it  can  provide  a  solid  rev¬ 
enue  source.  The  Web  site  at  the  Grand  Forks  (N.D.)  Herald,  for 
example,  is  expected  to  turn  a  profit  this  year,  thanks  mainly  to 
ISP  operations,  Jennewein  says.  Other  Knight  Ridder  newspa¬ 
pers  have  done  less  well,  he  concedes,  becau.se  of  difficulties  in 
marketing  the  service  and  keeping  prices  competitive.  News¬ 
papers’  success  in  marketing  Internet  access,  he  says,  “depends 
on  the  market  and  local  telephone  infrastructure  and  to  the 
extent  newspapers  are  willing  to  actively  market  it.” 

Torstar  sheds  kid  book  unit 

Toronto  Star  parent  company  Torstar  Corp.  has  agreed  to  sell 
children’s  book  publisher  Troll  Communications  to  Chicago- 
based  inve.stment  firm  Willis  Stein  &  Partners  LP  for  $70  mil¬ 
lion.  Torstar  paid  $140  million  for  Troll  in  1997.  Torstar  .says  it 
will  take  a  C$1()0  million  loss  on  the  sale  in  fourth-quarter 
1998,  whose  results  were  not  immediately  available. 

Canadian  weeklies  fold 

After  three  years  competing  against  Hollinger  Inc.’s  The 
Leader  in  Regina  and  The  StarPhoenix  in  Saskatoon, 
Saskatchewan,  a  weekly  group  has  declared  bankruptcy  and  laid 
off  35  workers.  The  Free  Press,  whose  two  titles  went  to  1 35,000 
homes  in  the  two  cities,  failed  to  attract  enough  national  adver¬ 
tising.  “Basically,  we  ran  out  of  money.  As  a  small  independent, 
we  couldn’t  attract  any  fliers,”  .says  partner  Bill  Peterson. 
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Utah’s  latter-day 
Stamp  Act 


A  tax  on  the  sale 
of  a  50-cent 
newspaper 
is  as  close  as  our 
government 
gets  to  a  tax 
on  ideas. 


It  will  surprise  no  one  that  Editor  &  Publisher 
thinks  imposing  sales  taxes  on  newspapers  is  a 
bad  idea  all  around.  Because  they  target  newspa¬ 
pers’  most  vulnerable  revenue  stream  —  circulation 
—  these  taxes  can  be  devastating  on  the  business 
operations  of  many  papers.  They  aren’t  very  help¬ 
ful  for  a  free  society,  either:  By  demanding  a  cut 
every  time  someone  buys  a  copy  of  the  local  paper, 
government  comes  about  as  close  as  it  can  get  to 
imposing  a  tax  on  information  and  ideas.  Many 
states  exempt  the  necessities  of  life  from  sales  tax. 

In  a  democracy  dependent  on  an  informed  citizen¬ 
ry,  it’s  not  overreaching,  we  believe,  to  regard  the 
newspaper  as  just  that  kind  of  necessity. 

Nevertheless,  we  can  understand  how  some  state 
legislatures  that  already  demand  sales  taxes  on 

food,  clothing,  and  even  medicine  might  look  at  newspapers  as  Just  another  product  to 
squeeze  for  revenue.  It’s  still  a  bad  idea,  but  at  least  it’s  nothing  personal. 

Except,  apparently,  in  Utah.  As  our  M.L.  Stein  reports  on  Page  19,  some  legislators 
trying  to  overturn  the  Beehive  State’s  62-year-old  newspaper  sales  tax  exemption  were 
looking  not  so  much  to  raise  revenues  as  to  punish  newspapers.  The  cautionary  dictum 
“The  power  to  tax  is  the  power  to  destroy”  sounded  pretty  good  to  them. 

At  hearings  before  Utah’s  House  Business,  Labor  and  Economic  Development 
Committee,  speaker  after  speaker  lashed  out  at  newspapers  with  arguments  that  were 
long  on  animus  —  but  short  on  logic.  At  various  times,  witnesses  said  newspapers 
should  be  taxed  because  they  are  monopolies,  and  they  are  no  longer  monopolies.  One 
former  representative,  who  derailed  his  own  political  career  by  scandal,  accused  news¬ 
papers  of  ruining  his  reputation  and  destroying  his  family.  His  remedy  for  these  self- 
inflicted  wounds?  A  punitive  tax  on  papers.  Legislators  worked  themselves  up  into  such 
a  frenzy  that  one  committee  member  even  accused  the  highly  regarded  Newspaper  in 
Education  program  of  being  a  cynical  scheme  to  somehow  enchant  parents  into  sub¬ 
scribing  to  a  newspaper. 

Fortunately,  it  all  proved  to  be  a  bit  much  for  the  sensible  majority  of  Utah  legisla¬ 
tors.  They  subjected  the  sales  tax  to  a  reality  check  —  voted  it  down  48-24.  As  Rep. 
Brad  Johnson,  a  Republican  from  a  ranching  county,  notes;  “Rural  newspapers  are  very 
important  us.  They’re  also  fragile.  I  don’t  think  they  can  stand  this  kind  of  a  hit.” 

It’s  true  enough  that  a  newspaper  sales  tax  can  hurt.  Rep.  Johnson  —  Just  look  what 
it  did  to  the  images  of  some  of  your  colleagues. 
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Television  bureau 
raises  concerns 

Regarding  your  story  “TV  steals  news¬ 
papers’  thunder”  (Jan.  16,  p.  22),  in  late 
December,  Joe  Nicholson  interviewed  me 
on  the  telephone  for  the  better  part  of  an 
hour.  He  took  notes,  he  asked  me  to  clari¬ 
fy  a  few  points  —  and  we  covered  the 
essence  of  the  Television  Bureau’s  adver¬ 
tising  campaign  on  local  television. 

How  do  I  feel  about  the  story  in  Editor 
&  Publisher?  Generally  I’d  have  to  say 
we’re  pleased,  especially  with  the  amount 
of  space  you  devoted  to  the  story.  There 
are,  however,  some  curious  mistakes: 

•  In  the  headline  —  “TV  steals  newspa¬ 
pers’  thunder"  —  steal  means  the  taking 
of  something  that  doesn’t  belong  to  you. 
Localism  has  been  TVB’s  clarion  call 
from  our  beginnings  45  years  ago:  When 
Milton  Berle  was  pumping  Texaco,  local 
television  stations  were  pumping  local¬ 
ism.  What  is  new  is  that,  for  the  first  time, 
our  local  emphasis  is  being  used  in  televi¬ 
sion  and  trade  ads. 

•  Throughout  the  article  there  is  reference 
to  the  Television  Bureau  as  TBA.  In  televi¬ 
sion  talk,  TBA  means  “to  be  announced.” 
We’re  hardly  waiting  to  be  announced. 

•  TVB  has  been  consistent  in  using  a  mar¬ 
keting  axiom  about  the  placement  of 
advertising.  Going  back  to  the  days  of 

50  YEARS  AGO  ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Feb  26, 1949 

The  Post  Office  Department  asks 
Congress  to  raise  second-class  rates 
by  $75  million  next  year  and  $50  mil¬ 
lion  more  in  1951.  The  proposal 
would  eliminate  the  1.50  per  pound 
rate  and  replace  it  with  a  zoned  rate 
structure.  Smaller  papers  would  be  hit 
hardest,  says  Cranston  Wiliams,  gen¬ 
eral  manager  of  the  American 
Newspaper  Publishers  Association. 


The  Asheville  (N.C.)  Citizen- 
Times  moves  to  speed  up  delivery  by 
overhauling  the  mailroom,  the 
“neglected  stepchild”  of  newspapers, 
says  the  B.B.  Humphries.  Improve¬ 
ments  include  a  Jampol  conveyor 
table  linking  the  mailroom  to  loading 
docks,  a  scale  built  into  the  floor  to 
reduce  lifting,  and  a  four-year 
apprenticeship  program  for  develop¬ 
ing  skilled  workers. 


economist  Adam  Smith,  it’s  always  been,  j 
“You  put  your  money  where  your  business  j 
is,  not  where  your  business  isn’t.”  Yet  j 
while  I  said  the  same  to  Joe  on  the  phone,  ; 
you  chose  to  substitute  the  word  market  \ 
for  the  first  use  of  the  word  business.  Not  j 
bad,  but  it  makes  no  sense.  i 

•  The  article  says  one  of  our  new  print  spots 
“shows  a  photograph  of  a  massive  missile  in 
flight  with  a  caption:  “The  BMG-109 
Tomahawk  Cruise  missile  can  be  pro¬ 
grammed  to  reach  its  target  with  pinpoint  | 
accuracy  ...  Kinda  like  spot  TV.”  Sounds  j 
like  an  interesting  ad.  Unfortunately,  it’s  not  j 
ours,  nor  is  it  current.  It  is  a  5-year-old  ad 
created  by  one  of  our  members. 

The  same  could  be  said  for  the  picture 
and  caption  in  the  article  —  showing  pro¬ 
truding  nails  spelling  out  “Spot  TV.”  That 
may  have  been  something  that  someone  : 
dreamed  up  long  before  my  tenure  at 
TVB.  It’s  not  even  in  our  files. 

Many  thanks,  however,  for  the  place¬ 
ment  on  the  cover.  | 

Ave  Buten.sky,  president. 
Television  Bureau  of  Advertising, 
New  York,  N.Y. 

Joe  Nicholson  replies: 

Some  of  Ave  Butensky’s  remarks  are,  at 


the  least,  misleading.  He  says  the  story 
ignored  his  organization’s  longtime 
emphasis  on  localism  “from  our  begin¬ 
nings  45  years  ago."  The  story,  in  fact, 
began  by  reporting  Butensky’s  organiza¬ 
tion  “has  been  lobbying  and  preaching 
about  the  value  of  local  ad  buys  for  more 
than  40  years’.’ 

He  also  contends  the  story  missed  “what 
IS  new"  —  namely  that  the  local  emphasis 
of  his  organization  “is  being  used  in  televi¬ 
sion  and  trade  ads’.’  The  story  said: 

“This  is  the  first  campaign  of  this  nature 
that  we  have  undertaken’,’  [Butensky]  says 
of  his  advertising  campaign  emphasizing 
the  value  of  going  local. 

Butensky  claims  “you  chose  to  substi¬ 
tute  the  word  market  for  the  first  use  of 
the  word  business!’  My  notes  show  he 
used  the  word  market.  Moreover,  I  read 
hack  to  him  each  quote,  including  the 
quote  with  the  word  market,  in  order  to 
give  him  an  opportunity  to  correct  any 
mistaken  or  misspoken  word. 

Butensky  complains  about  the  ads 
described  in  and  reproduced  with  the 
story  and  says  they  were  “not  ours."  What 
it  would  seem  Butensky  does  not  know  is 
that  his  own  office  provided  those  ads  in 
response  to  E6?P’5  request  for  art  work  to 
help  illustrate  the  story. 
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NEWSPEOPLE 


AMERICAN  PRESS  INSTITUTE 

DAVID  L.  SWINT  to  associate  direc¬ 
tor  of  the  media  center,  from  editor  at  the 
Ohio-based  consulting  firm  Cates  and 
Associates. 

AMANDA  SOUK  to  coordinating 
manager,  from  production  assistant  of 
ABC’s  Monday  Night  Football  in 
Baltimore. 


MYRTA  PL'LI.IAM 

CENTRAL 

NEWSPAPERS 


PALL  TASH 
COMMITTEE 
TO  PROTECT 
JOURNALISTS 


TOM  STEPHENSON 
SAN  ANTONIO 
EXPRESS-NEWS 


KRISTINA 

SANTAFEMIA 

PARADE 


CENTRAL  NEWSPAPERS  INC. 

MYRTA  .1.  PULLIAM  to  trustee  of 
Eugene  C.  Pulliam  Trust,  whose  shares 
represent  69%  of  Central’s  voting 
power,  replacing  her  father,  the  late 
EUGENE  C.  PULLIAM,  former  pub 
Usher  of  the  Indianapolis  Star  and 
Indianapolis  News.  She  remains  director 
of  electronic  news  and  information  at 
the  Star. 

COMMITTEE  TO 
PROTECT  JORNALISTS 

PAUL  TASH,  executive  editor  and 
chairman  of  the  St.  Petersburg  Times,  to 
board  member  of  the  New  York-based 
Committee  to  Protect  Journalists. 

DOW  JONES  &  CO. 

VICKEE  JORDAN  ADAMS  to  direc¬ 
tor  of  corporate  communications,  effec¬ 
tive  March  1,  from  senior  vice  president/ 
director  of  communications  at  Ketchum. 
She  succeeds  KAREN  MILLER  PEN- 
SIERO,  who  takes  charge  of  a  process  re¬ 
design  project. 


KENOSHA  NEWS 

JIM  DEMARCO  to  circulation  man¬ 
ager,  in  charge  of  distribution,  from  assis¬ 
tant  circulation  manager  in  charge  of  dis¬ 
tribution  and  collection. 

JARED  THORSON  to  circulation 
manager,  in  charge  of  sales  and  market¬ 
ing,  from  assistant  circulation  manager  in 
charge  of  sales  and  marketing. 

Both  men  succeed  JAMES  F.  JONES  I 
whose  Job  as  circulation  director  was  split 
when  he  retired. 

MARK  KRETSCHMER  to  assistant  I 
delivery  and  collections  manager,  from 
supervisor. 

KENTUCKY  STANDARD 

JAN  WITHERSPOON  to  editor,  from 
managing  editor  of  the  paper’s  specialty 
publication.  Let’s  Tour  America. 

PARADE 

KRISTINA  SANTAFEMIA  to  adver¬ 
tising  sales  representative,  from  account 
manager  at  Baby  Publishing  Group  in 
New  York. 


PULITZER 

MARK  G.  CONTRERAS  to  senior 
vice  president  of  the  company’s  newspa¬ 
per  unit,  and  vice  president  of  Pulitzer 
Inc.,  the  successor  to  Pulitzer  Publishing 
Co.  after  its  spinoff  of  cable  operations. 
Previously  he  was  publisher  and  president 
of  The  Times  Leader  in  Wilkes-Barre,  Pa. 

I  SAN  ANTONIO  EXPRESS-NEWS 

TOM  STEPHENSON  to  general  man¬ 
ager  and  chief  operating  officer,  from 
senior  vice  president  of  operations  and 
administration. 

KRISTINE  SMITH  to  promotions 
manager/marketing  department,  from 
senior  marketing  coordinator. 

SCOTT  MEADOR  to  database  mar¬ 
keting  manager,  from  developer  of  data¬ 
base  marketing  programs  in  his  own  busi¬ 
ness,  in  Conroe,  Tx. 

THOMSON  NEWSPAPERS 

ALTON  BROWN  to  vice  president  of 
advertising  and  business  development  of 
the  Phoenix  marketing  group,  from  adver- 
.  tising  director. 

TIMES  MIRROR 

SHARON  TUNSTALL  to  staff  vice 
president,  human  resources,  from  senior 
vice  president,  corporate  administration, 
at  Sega  Gameworks. 

WASHINGTON  POST  CO. 

GERALD  M.  ROSBERG  to  vice  pres¬ 
ident-planning  and  development,  succeed¬ 
ing  ROSS  F.  HAMACHEK,  who  remains 
a  vice  president  of  the  company.  Rosberg 
retains  his  responsibilities  as  vice  presi¬ 
dent-affiliates  of  The  Washington  Post. 

WESTMINSTER  MEDIA  GROUP 

LAWRENCE  J.  JOCK  JR.  to  vice 
president  and  chief  financial  officer  of  the 
Pittsburgh-based  company,  whose  seven 
dailies  include  the  Pittsburgh  Tribune- 
Review,  from  general  manager  of  the 
Valley  News  Dispatch  in  Tarentum,  Pa. 

KRAIG  CAWLEY  to  vice  president, 
marketing,  from  marketing  director  of  the 
Tribune-Review  Publishing  Co. 


Lee  E.  Dirks 


Owen  Van  Essen 


Philip  Murray 


We  specialize  in  assisting  owners  in 
exploring  and  negotiating  the  sale  of 
their  daily  newspapers  or  non-daily 
newspaper  groups. 


Dirks,  Van  Essen  &  Associates 
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by  Vernelle  Dorvil 


BSfP  OBITUARIES 


Gene  Siskel,  movie  critic 


by  Mark  Fitzgerald 

Chicago  Tribune  movie  columnist  Gene 
Siskel,  who  died  in  Evanston,  Ill.,  Feb. 
20  at  age  53,  transformed  the  art  —  and 
power  —  of  movie  critics  when  in  1975  he 
was  paired  with  Roger  Ebert,  his  counter¬ 
part  at  the  rival  Chicago  Sun-Times. 

Combining  the  depth  and  knowledge 
of  their  newspaper  reviews  with  an  enter¬ 
tainingly  bickering 
on-air  style,  the 
taller,  thinner  Sis¬ 
kel  and  the  shorter, 
portly  Ebert  went 
on  to  create  the 
thumbs  up/thumbs 
down  judgments 
that  became  a  “see 
it/don’t  see  it”  sig¬ 
nal  for  millions  of  Gene  Siskel 
moviegoers. 

Siskel  died  10  months  after  undergo¬ 
ing  emergency  surgery  to  remove  a 
growth  from  his  brain.  Within  two  weeks 
of  that  surgery  he  was  watching  films 
from  his  hospital  bed  and  phoning  in  the 
reviews  for  the  syndicated  Siskel  & 
Ebert  TV  show.  He  also  continued  to 
write  the  brief  film  reviews  for  his  week¬ 
ly  Tribune  column. 

Earlier  in  February,  however,  Siskel 
announced  he  was  taking  an  indefinite 
leave  of  absence  from  the  show  and  col¬ 
umn  to  continue  his  recuperation. 

“We  appreciated  his  incredible  loyalty 
to  the  Tribune  for  nearly  30  years,”  says 
the  newspaper’s  editor  and  vice  presi¬ 
dent,  Howard  Tyner.  “His  television 
career  made  him  a  household  name 
nationally,  but  his  first  allegiance  was 
always  to  the  TribuneT 

Ebert  wrote  a  tribute  on  the  front  page 
of  the  Sunday  Sun-Times  to  the  critic  who 
evolved  from  a  bitter  rival  to  a  respected 
friend:  “One  question  we  were  asked 
again  and  again  was:  ‘Do  you  really  hate 
each  other?’  There  were  days  at  the 
beginning  of  our  relationship  when  the 
honest  answer  sometimes  was  ‘yes.’  It 
was  unnatural  for  two  men  to  be  rivals  six 
days  of  the  week  and  sit  down  together  on 
the  seventh.  But  over  the  years  respect 
grew  between  us  and  it  deepened  into 
friendship  and  love.” 

Siskel’s  death  notice  in  the  Tribune 
included  among  the  list  of  family  “long¬ 


time  colleague  and  respected  combatant 
Roger  Ebert.” 

Tribune  Media  Services  president/ 
CEO  David  Williams,  whose  company 
syndicated  Siskel  for  the  last  13  years, 
says  in  a  statement:  “Gene  Siskel  was  a 
figure  of  national  importance  in  the 
movie  industry  and  the  profession  of 
Journalism.  He  helped  shape  the  way  in 
which  moviegoers  look  at  the  movies  and 
will  be  greatly  missed  by  the  Chicago 
community  and  his  many  readers  across 
the  country.” 

Siskel  is  survived  by  his  wife  Marlene 
Iglitzen.  two  daughters,  Kate  and  Callie, 
and  a  son.  Will. 

RALPH  F.  REIKOWSKY,  75,  a 

Washington  Post  editor  for  32  years,  died 
Feb.  19.  He  retired  1982  and  moved  to 
Hendersonville,  N.C. 

GORDEN  NOBLE,  78,  former  chief 
photographer  and  photo  editor  of  The 
Christian  Science  Monitor,  died  Feb.  14. 
During  40  years  at  the  Boston-based 
paper,  he  traveled  to  over  120  countries, 
and  won  dozens  of  awards  from  the 
Boston  Press  Photographers  Association. 

ANTHONY  SHANNON,  a  Pulitzer 
Prize  winner  for  deadline  reporting  for 
the  New  York  World-Telegram,  died  Feb. 
1 6  of  a  heart  attack.  He  was  69.  When  the 
paper  closed  in  1964,  he  went  into  public 
relations.  In  1980,  he  Joined  The  Star 
Ledger,  in  Newark,  N.J.,  before  retiring 
in  1994. 


gifts  grants 


The  Dow  Jones  Newspaper  Fund, 
Princeton,  N.J.,  has  allocated  $653,780 
for  reporting  and  editing  internships, 
teaching  fellowships,  high  school  journal¬ 
ism  workshops,  and  other  programs. 

The  Native  American  Scholarship 
Fund,  Albuquerque,  N.M.,  will  sponsor 
15  additional  college  students  bringing 
the  total  to  250  students  for  the  1999- 
2000  academic  year,  thanks  to  a  grant 
from  The  West  Foundation  of  In¬ 
dianapolis.  The  fund  says  authors 
Stephen  and  Tabitha  King  have  made 
an  undisclosed  contribution  to  fund 
scholarships  for  Native  American  college 
students  and  to  improve  education  at 
Indian  schools. 

The  John  D.  and  Catherine  T. 
MacArthur  Foundation  approved  a 
$90,000  grant  designed  to  help  the 
National  Conference  of  Editorial  Writers 
to  lower  costs  and  make  its  foreign-affairs 
trips  and  seminars  more  accessible  to 
members. 

The  37th  Annual  United  States  Senate 
Youth  Program,  funded  by  The  William 
Randolph  Hearst  Foundation,  brings 
104  high  school  student  delegates  to 
Washington,  D.C.,  for  a  weeklong  pro¬ 
gram  and  a  $2,000  college  scholarship 
for  each. 

The  Lakeland  Ledger  in  Florida  raised 
nearly  $114,000  in  contributions  from 
more  than  1,400  readers  as  part  of  its 
Newspaper  with  a  Heart  drive,  which 
this  year  benefited  120  needy  families  in 
the  area. 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 

^ore  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 
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COVER  STORY 


BY  JOE  STRUPP 


Can  they  survive  in  harsh  climate? 


Elizabeth  Keitel  tries  to  sit  still  as  a  azines  to  keep  their  publications  going  at  a 

makeup  artist  dabs  color  to  her  time  when  many  others  are  biting  the  dust, 

eyes  and  paints  lipstick  on  her  In  1981,  Sunday  magazines  were  thriv- 
smile.  While  a  nearby  photographer  pre-  ing,  with  more  than  50  newspapers  putting 
pares  backlighting  and  sets  his  camera  i  out  their  own  Sunday  publications, 
straight,  Keitel  can’t  help  but  grin,  know-  according  to  the  Sunday  Magazine  Editors 
ing  that  she  soon  will  be  the  center  of  Association.  That  number  dropped  to  38 
attention.  “They  are  treating  me  royally,”  in  1994,  and  today  stands  at  28. 
says  Keitel,  a  charity  fund-raising  consul-  i  “We  struggle  to  keep  redefining  our 
tant  readying  for  a  plunge  into  the  world  I  identity,”  says  Lary  Bloom,  Northeast's 
of  high  fashion.  “This  is  fun.”  ’  longtime  editor  during  a  recent  tour  of 

Keitel’s  adventure  comes  courtesy  of  the  magazine’s  offices.  “There  are 
Northeast  magazine,  the  Sunday  publica-  always  ways  you  can  do  it  better.”  Doing 
tion  of  The  Hartford  (Conn.)  Courant,  it  better.  Bloom  contends,  means  finding 
which  invited  her  and  seven  other  “regular  out  what  readers  want  and  presenting  it 
people”  to  take  part  in  an  unusual  two-day  !  in  a  different  style  than  the  newsroom 
photo  shoot.  The  longtime  Sunday  maga-  writer.  He  acknowledges  difficulties  for 
zine  is  using  people  from  its  circulation  Sunday  newspaper  magazines  but  says 
area  to  show  off  the  new  clothes,  a  move  |  they  can  keep  going  if  they  give  readers 
aimed  at  giving  a  new,  local  twist  to  its  i  something  worthwhile, 
annual  spring  fashion  issue.  “The  newspaper  is  the  objective  voice 

“It’s  really  been  wonderful  not  to  have  |  and  the  magazine  is  the  intimate  voice,” 
people  pretending  to  be  something,”  says  says  Bloom,  who  headed  Sunday  maga- 
Anne  Farrow,  Northeast's  special  features  |  zines  at  the  Akron  (Ohio)  Beacon  Journal 
editor,  who  spoke  while  digging  through  a  |  and  The  Miami  Herald  before  moving  to 
clothes  rack  for  the  next  “model’s”  cos-  I  Hartford  in  1982  to  launch  Northeast, 
tume.  “These  are  the  real  thing.”  “As  the  newspaper  industry  and  the 

The  amateur  fashion  spread  is  among  I  vision  of  those  who  run  it  change,  so 
the  many  ideas  being  used  by  editors  of  ]  does  the  magazine.” 
locally  produced  Sunday  newspaper  mag-  Twenty  years  ago,  the  Sunday  maga- 
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zine  often  was  the  centerpiece  of  a  news¬ 
paper’s  weekend  package.  For  most  read¬ 
ers,  it  was  the  place  where  the  in-depth, 
colorful  stories  could  be  found  week 
after  week,  presented  in  a  glossy,  inti¬ 
mate  style  seldom  found  elsewhere  in  the 
newspaper.  With  a  general-interest 
approach  that  allowed  writers  to  focus  on 
issues  from  all  comers  of  society  and 
seemingly  endless  space  available  to  pur¬ 
sue  them,  the  Sunday  magazine  histori¬ 
cally  held  few  limitations  for  editors  and 
writers  seeking  to  dig  into  a  topic  and 
explore  it  from  all  sides. 

More  recently,  however,  as  newspaper 
costs  rose,  readership  dwindled,  and 
advertisers  chose  alternate  methods,  the 
future  of  the  Sunday  magazine  became 
clouded.  Although  the  number  of  Sunday 
newspapers  has  risen  considerably  and 
nationally  syndicated  weekend  publica¬ 
tions  USA  Weekend  and  Parade  continue 
to  flourish,  the  locally  produced  Sunday 
magazines  are  on  shaky  ground. 

“It’s  always  going  to  be  a  .struggle,’’ 


believe  the  magazine  is  the  best  place  to 
draw  business.  The  rising  success  of  Parade 
and  USA  Weekend,  which  offer  a  cheaper, 
general-interest  alternative,  also  add  to  the 
reduced  attraction  of  local  publications. 

As  the  all-important  national  advertisers 
turn  to  other  newspaper  sections  and  non¬ 
newspaper  alternatives  such  as  inserts  and 
direct  mail.  Sunday  magazines  have  found 
themselves  seeking  new  ways  to  survive. 

“1  think  we  have  to  be  significantly  dif¬ 
ferent  than  we  now  exist,”  says  Edward 
Kosner,  who  recently  took  over  as  New 
York  Daily  News  Sunday  editor  and 
announced  an  overhaul  of  the  Sunday 
magazine  that  will  debut  in  several  weeks 
and  include  several  new  magazine  sec¬ 
tions.  (see  story  Page  14)  “There  will  be 
expanded  entertainment  coverage,  expand¬ 
ed  money,  food,  health,  and  coverage  of 
ideas  and  opinion.” 

While  magazines  at  some  top,  national¬ 
ly  read  newspapers  such  as  The  New  York 
Times  and  The  Washington  Post  have  few 
worries  about  being  shut  down,  most  mid¬ 


mix,”  says  Marjorie  Valin,  vice  president 
of  public  affairs  for  the  American 
Advertising  Federation.  “The  prolifera¬ 
tion  of  new  media  choices  makes  the  com¬ 
petition  for  media  dollars  more  intense.” 

Industry  experts  also  say  that  most 
readers  have  less  time  to  spend  on  their 
Sunday  newspapers  and  often  pass  up  the 
magazine  in  exchange  for  local  news, 
sports,  business,  and  sections  devoted  to 
home,  health,  fashion,  and  personal 
improvement. 

“More  people  read  main  news  than  the 
Sunday  magazine,  period,”  says  Paul 
Banker!,  print  supervisor  at  Zenith 
Media,  which  handles  national  advertis¬ 
ers  such  as  Delta  Airlines,  Toyota,  and 
Paine-Webber.  “It  is  significantly  lower 
and  advertisers  know  that.” 

For  several  newspapers,  changes  in 
design  and  staffing  and  budget  reductions 
have  been  the  answer  to  keeping  Sunday 
magazines  afloat.  But  for  some,  the  only 
alternative  is  shutting  down. 

“We  had  run  into  the  same  problem  as 


says  Mark  Gauert,  editor  of  Sunshine 
magazine  at  the  Ft.  Lauderdale  Sun- 
Sentinel  and  president  of  the  Sunday 
Magazine  Editors  Association.  “If  you 


have  a  situation  where  the  bottom  line  is 


the  most  important  thing,  the  Sunday 


magazine  will  go  away. 


In  most  cases,  editors  blame  the  demise 


on  pressure  from  publishers  to  make  money 


and  the  loss  of  advertisers  who  do  not 


dIe-market  publications  that  counted  on 
high  readership  and  advertising  support  in 
the  1970s  and  ’80s  are  facing  serious  cost 
hikes  and  ad  cuts  as  the  millennium 
approaches. 

“Sunday  magazines  are  still  an  effec¬ 
tive  way  to  reach  a  mass  audience,  but 
many  products  and  services  lend  them¬ 
selves  to  a  more  targeted,  more  defined 
message  which  dictates  a  different  media 


The  Hartford  Courant/Steven  Bamherti 


Hartford  area  resident 
Elizabeth  Keitel  poses  for  a 
Northeast  fashion  shoot. 


everyone  else:  that  the  cost  of  the  maga¬ 
zine  was  higher,”  says  Martin  Kaiser,  edi¬ 
tor  of  the  Milwaukee  Journal  Sentinel, 
which  folded  Wisconsin  Magazine  in 
1995  after  national  advertising  plunged 
below  10%  of  total  sales.  “But  I  still  hear 
people  say  they  miss  it.” 

One  of  the  most  recent  Sunday  maga¬ 
zine  casualties,  and  a  move  that  drew 
widespread  criticism  among  its  core  read¬ 
ers,  was  the  1998  closing  of  Tropic,  the 
popular  Miami  Herald  publication. 

After  30  years  as  the  newspaper’s  fea¬ 
tured  Sunday  read,  which  reached  40 
pages  in  its  heyday,  the  weekly  magazine 
had  dropped  to  24  pages  when  Herald 
executive  editor  Doug  Clifton  pulled  the 
plug  in  December.  He  says  the  advertising 
loss  and  rising  costs  made  the  magazine 
impossible  to  continue  without  severe  cuts. 

“We  experimented  a  great  deal  first,” 
Clifton  says.  “We  reduced  the  paper  stock 
and  tried  to  get  new  advertisers,  but  we 
never  could  get  enough  to  su.stain  it.” 

Tropic  was  a  major,  award-winning 
publication  that  ranked  among  the  best 
Sunday  magazines  in  the  nation,  accord¬ 
ing  to  industry  veterans.  It  had  gained  a 
reputation  as  a  place  where  writers  were 
given  time  and  space  to  develop  in-depth, 
provocative  stories. 

Clifton  says  the  Herald,  which  will 
save  about  $2  million  per  year  without  the 
magazine,  has  added  a  new  Sunday  sec¬ 
tion  for  longer,  in-depth  pieces  and 
expanded  business  and  sports  pages  to 
make  up  for  the  lost  space.  But  he  admits 
that  it  has  made  some  readers  unhappy. 

“We  have  received  complaints,  but  not 
a  massive  outpouring,”  Clifton  says.  “It  is 
not  a  majority  of  the  readership.” 
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Another  magazine  demise  that  came  before  closing  for  good  in  February  1 998.  enue  and  increased  costs, 
after  years  of  struggle,  change,  and  hand-  Edward  Smith,  the  Post's  arts  and  “It  was  difficult  for  them  to  sell,”  says 
wringing  occurred  at  The  Denver  Post's  entertainment  editor  who  was  among  Smith,  who  recalls  that  local  ads  were 

Empire  magazine.  It  went  through  a  series  those  seeking  to  keep  Empire  alive,  hard  to  find  and  national  accounts  were 

ofnames.  designs,  and  editors  for  10  years  blamed  its  failure  on  poor  advertising  rev-  almost  nonexistent  in  the  final  days. 

Parade,  USA  Weekend  :  A  numbers  game 

by  Joe  Strupp  greater  circulation  growth  in  the  past  The  latest  circulation  battle  follows 

five  years,  adding  more  than  3  million  more  than  40  years  of  competition 

In  the  ongoing  battle  between  the  readers  since  1994,  while  Parade  has  between  the  two  publications.  Parade, 

nation’s  top  two  national  Sunday  mag-  seen  only  129,000  more.  which  started  as  a  nickel-a-copy  news- 

azines,  Gannett-owned  l/SA  Vfeeite/td  is  In  the  always-important  ad  revenue  stand  magazine  in  1941,  eventually 
boasting  a  dramatic  increase  in  the  num-  category,  each  magazine  shows  signifi-  started  its  newspaper  run  in  the 

ber  of  newspapers  it  serves,  while  Conde  cant  success  in  recent  years.  Parade,  Nashville  Tennessean  and  currently  is 

Nast’s  Parade  continues  to  dominate  in  which  charged  $547,700  for  a  full-page  distributed  by  Parade  Publications,  a 

overall  readership,  according  to  recent  ad  in  1994  now  takes  in  $703,100,  Conde  Nast  division, 

statistics.  according  to  magazine  officials.  In  addi-  USA  Weekend  began  in  1953  as 

At  a  time  when  locally  produced  tion.  Parade's  annual  ad  revenue  has  “Family  Weekly,”  and  took  its  current 

Sunday  magazines  are  folding  and  cut-  grown  from  $447  million  five  years  ago  name  in  1985  when  Gannett  purchased 

ting  back  due  to  lost  ad  revenue,  the  two  to  $516  million  last  year,  although  the  it  from  CBS. 

nationwide  weekenders  are  raising  ad  number  of  ad  pages  has  dropped,  from  Since  the  Gannett  purchase,  USA 

rates  and  expanding  coverage.  716  in  1994  to  636  at  the  end  of  1998.  Weekend  has  seen  its  greatest  success, 

“We  are  producing  a  magazine  that  is  USA  Weekend  saw  its  full-page  ad  officials  contend,  citing  their  efforts  to 
becoming  more  of  a  choice  for  newspa-  rate  jump  from  $275,900  in  1994  to  aggressively  target  new  markets  and  add 

per  readers,”  says  Marcia  Bullard,  USA  $426,120  last  year,  while  dropping  from  more  newspapers. 

Weekend's  president,  CEO,  and  editor  730  ad  pages  in  1994  to  609  in  1998.  “It  is  a  fairly  serious  business,”  says 
since  1997.  “Readers  like  that  they  can  Company  officials  declined  to  release  Bullard.  “We’d  like  to  be  in  more  mar- 

get  a  mix  of  everything.”  specific  ad  revenue  figures.  kets  that  Parade  is  in.  I  think  Parade  is 

USA  Weekend  rose  from  401  newspa-  Fred  Johnson,  Parade's  senior  vice  a  good  competitor.” 
pers  in  1994  to  541  today,  according  to  president  and  director  of  newspapier  Vittorini,  however,  takes  a  less-com- 
spokesperson  Meredith  Stone.  She  adds  relations,  points  out  that  USA  Weekend's  bative  approach  to  the  rivalry.  He  says 

that  95  of  those  new  subscribers  are  for-  newspaper  increase  is  tied  to  its  willing-  Parade  is  not  concerned  with  daily  cir- 

mer  Parade  newspapers.  ness  to  be  placed  in  non-Sunday  edi-  culation  numbers  but  wants  only  to 

Although  the  number  of  newspapers  tions.  He  says  Parade  has  been  asked  to  continue  increasing  overall  readership 

subscribing  to  Parade  has  actually  do  that  but  would  rather  keep  its  Sunday  and  ad  revenue,  while  maintaining  a 

declined  since  1994,  from  348  to  331,  uniformity.  good  product. 

Parade  officials  say  they  continue  to  “I  turn  down  half  a  dozen  newspapers  “There  is  plenty  of  room  for  two  of  us 

prosper  as  larger  newspapers  replace  a  month  that  want  us  but  not  on  Sunday,”  in  the  industry  because  of  market-to- 

those  that  discontinue  the  magazine.  Johnson  says.  “We  also  [avoid]  some  market  competitiveness,”  Vittorini  says. 

Parade  publisher  and  chairman  Carlo  where  we  have  adequate  market  cover-  “They’re  much  more  interested  in  get- 

Vittorini  says  the  publication  is  current-  age  already  in  other,  larger  papers.”  ting  our  newspapers  than  we  are  in  get- 

ly  in  93  of  the  nation’s  top  100  newspa-  Bullard,  who  reports  that  only  16%  of  ting  theirs.” 

pers.  “By  being  in  the  hub  city,  we  elim-  USA  Weekend  papers  carry  it  on  days  Among  the  most  recent  Parade  news- 
inate  the  need  to  be  in  the  smaller  other  than  Sunday,  says  allowing  the  papers  that  switched  to  USA  Weekend 

papers,”  says  Vittorini.  Parade  leads  newspapers  to  place  the  magazine  where  are  the  Santa  Barbara  (Calif.)  News 

overall  circulation,  with  37.2  million  they  need  it  is  good  for  business.  “If  they  Press  and  the  San  Francisco  Chroniclel 

readers,  compared  with  USA  Weekend's  need  to  build  circulation  on  Friday  or  Examiner,  which  plans  to  complete  its 

21 .2  million.  USA  Weekend  has  shown  a  Saturday,  we  will  do  that,”  she  adds.  change  in  May,  according  to  Bullard. 


■  USA  Weekend  Vital  Statistics 


1994 _ 1999  1994 _ 1999  1994 _ 1999 

Number  of  Newspapers  Circulation  Full-Page  Ad  Rate 

Sources:  USA  Weekend,  Parade 
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Sunday’s  sweet  success 


by  Joe  Strupp 

Don’t  tell  Dean  Lehman  that  Sun¬ 
days  aren’t  happening. 

Lehman,  whose  17,000-circulation 
Loveland  (Colo.)  Daily  Reporter-Her¬ 
ald  added  a  Sunday  edition  two  years 
ago,  says  it’s  among  the  best  moves  he 
ever  made. 

“Sundays  are  good  newspaper  days,” 
says  Lehman,  president  of  Lehman 
Communications,  which  runs  three 
Colorado  dailies.  “There  was  a  general 
feeling  at  the  time  that  a  Sunday  news¬ 
paper  would  be  an  appropriate  addition 
because  there  is  more  interest  from 
readers  in  things  that  a  Sunday  paper 
can  provide.” 

Lehman  is  not  alone.  In  the  past  five 
years,  the  number  of  Sunday  newspa¬ 
pers  has  grown  steadily  from  884  in 
1993  to  903  today,  according  to  The 
Editor  and  Publisher  Yearbook.  That  is 
in  sharp  contrast  to  the  number  of  daily 
newspapers,  which  has  dropped  from 
1,556  in  1993  to  1,509  last  year. 

Industry  experts  attribute  the  rise  in 
Sunday  publications  to  a  growing 
demand  by  both  readers  and  advertisers 
for  more  weekend  news.  Analysts  say 
readers  have  less  time  during  the  week 
to  catch  up  on  news  and  want  a  Sunday 
product  that  can  keep  them  up  to  date. 

“Sunday  remains  the  most  relaxed 
day  of  the  week,”  says  NAA  president 
and  CEO  John  Sturm.  “People  are  still 
busy  on  Sunday  but  not  as  busy  as  they 
are  during  the  week.” 

Advertisers  agree,  citing  the  grow¬ 
ing  need  for  a  bigger  Sunday  selling 
position  to  grab  busy  readers  on  their 
only  day  off. 

“That  is  more  of  what  is  going  on  in 
the  marketplace,”  says  Carol  Fletcher 


of  Starcom  Media  Services,  a  national 
ad  broker.  “Readers  want  a  Sunday 
paper.  Sometimes  they  don’t  have  time 
during  the  week,  so  they  catch  up  on 
Sundays.” 

Advertising  experts  say  the  Sunday 
editions  offer  space  for  endless  inserts 
and  a  more  relaxed,  focused  reader- 
ship  that  pays  more  attention  to  run  of 
press  (ROP)  ads  than  a  rushed,  week¬ 
day  reader. 

“People  are  making  more  of  an 
appointment  with  their  Sunday  paper,” 
comments  Paul  Bankert,  print  supervi¬ 
sor  with  New  York-based  Zenith 
Media,  which  handles  several  national 
advertising  accounts.  “It’s  a  good  trend 


Daily  Newspapers  in  US 


Sunday  Newspapers  in  US 


that  began  several  years  ago  and  it  is 
snowballing.” 

Editors  say  readers  want  the  in- 
depth  stories,  features,  home  and  self- 
help  sections,  weekly  news  review,  and 
even  obituaries  that  a  Sunday  edition 
provides. 

Publishers  who  have  added  Sunday 
editions  say  they  took  the  plunge  only 
after  careful  consideration  of  costs  and 
long-term  benefits. 

“It  takes  up  to  two  or  three  years  to 
really  see  the  revenue  and  we  believe  it 
will  be  a  good,  long-term  move,”  says 
Kathy  Hollis,  advertising  director  for 
the  6,000-circulation  The  Alexander 
City  (Ala.)  Outlook,  which  added  a 
Sunday  paper  in  1997.  “We  expect  it  to 
be  good  in  the  long  run.” 

Hollis  declines  to  cite  added  costs 
or  revenue  increases  since  the  Sunday 
paper  began.  But  she  says  the  new 
venture  has  increased  rack  sales  on 
every  edition  and  brought  in  accept¬ 
able  revenue. 

Don  Cooper,  publisher  of  the 
17,000-circulation  Galesburg,  III.,  Reg¬ 
ister-Mail  —  which  added  a  Sunday 
edition  two  years  ago  —  says  the 
expansion  is  a  perfect  ad-driven  busi¬ 
ness  decision. 

“The  national  chain  stores  are  on  a 
cycle  where  their  inserts  are  banking  on 
Sunday,”  Cooper  says.  “Kmart,  Pen¬ 
ney ’s,  Sears,  they  all  want  it.” 

Cooper,  who  hired  seven  new  staffers 
for  the  Sunday  expansion,  says  the  need 
for  more  local  weekend  news  coverage 
also  helped  push  the  Sunday  edition. 
“We  thought  we  were  missing  local 
news  and  the  opportunity  to  let  our 
readers  know  some  things  first,”  Cooper 
recalls.  “Over  time,  it  will  be  our 
biggest  day.” 


“Revenues  were  pretty  anemic,  and  it  was 
clear  that  it  was  never  robust.” 

Smith  argues  that  a  magazine’s  revenue 
and  ad  sales  should  not  be  the  only  barom¬ 
eter  of  success.  He  claims  that  publishers 
often  ignore  the  attraction  a  good  Sunday 
magazine  can  give  a  newspaper. 

“To  what  degree  is  a  Sunday  magazine 
a  prestigious  part  of  the  paper  and  to  what 
degree  is  it  a  drain  on  the  resources?” 
Smith  says.  “The  business  has  gotten  a  lot 
more  bottom  line.” 

But  other  Sunday  magazine  veterans 
disagree. 

For  many  who  have  navigated  their 
publications  through  difficult  waters  to 


reach  a  tide  of  success,  the  key  is  chang¬ 
ing  with  the  times. 

“Newsstand  magazines  are  booming, 
and  if  more  newspaper  magazines  tried  to 
do  more,  they  would  be  booming,  too,” 
says  Paul  Wilner,  editor  of  the  San 
Francisco  Examiner  Magazine,  which 
underwent  a  size  and  design  change  five 
years  ago.  “It  should  look  and  feel  differ¬ 
ent  than  other  parts  of  the  paper.  There  is 
not  a  magic  formula,  but  you  need  to  have 
niche  marketing  and  special  issues.” 

Wilner,  a  former  editor  at  The  Holly¬ 
wood  Reporter,  came  to  San  Francisco  six 
years  ago  and  spearheaded  a  number  of 
changes  that  included  a  brighter,  larger 


masthead  and  a  new  name.  The  magazine 
also  began  offering  short  items  about 
upcoming  events  and  trends  in  the  front 
and  spiced  up  the  design  that  prompted 
one  local  columnist  to  compare  its  cover 
to  Rolling  Stone  magazine. 

Wilner  also  brought  the  editors  and 
advertising  executives  together  to  discuss 
promotion  to  advertisers  and  new  readers. 
He  says  having  both  sides  connected 
allowed  the  magazine  to  prosper. 

“It  went  from  losing  $2,  million  to  $3 
million  per  year  to  making  money,”  says 
Wilner,  who  declined  to  cite  specific  rev¬ 
enue  figures.  “It  is  now  the  second  most 
see  Sunday  magazines  on  page  53 
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Newspapers  still  playing 
calch  up  on  Ihe  Web 

Cox  executive  warns  industry  to  wake  up 


by  Martha  L.  Stone 

Peter  Winter,  CEO  of  Cox  Interactive 
Media  (CIM)  in  Atlanta,  had  a  real¬ 
ity  check  for  the  Editor  &  Publisher 
Interactive  Newspapers  Conference  held 
recently  in  Atlanta:  Only  two  online  news¬ 
papers  rank  in  the  Top  10  of 
traffic  draws  for  their  local 
markets.  Furthermore,  Amer¬ 
ica  Online  has  “won  round 
one”  of  the  online  numbers 
game;  he  said.  And  he  pre¬ 
dicted  that  in  three  years  the 
window  will  be  closed  for 
becoming  a  leader  in  the 
online  marketplace. 

Winter  said  AOL  is  a  staggering  success 
with  16  million  members,  top  traffic  draws, 
and  successful  advertising  campaigns  and 
sponsorships.  He  cited  Web  traffic  data 
from  Media  Metrix,  showing  that  Cox 
property  AccessAtlanta.com  is  No.  10  in 
the  Atlanta  area,  and  washingtonpost.com 


is  No.  8,  lagging  behind  a  raft  of  nontradi- 
tional  competitors,  such  as  Yahoo!,  AOL, 
MSN,  GeoCities,  and  Lycos. 

Winter’s  CIM  is  rising  to  the  challenge  of 
competitors  by  focusing  on  content  specifi¬ 
cally  tailored  to  the  Web  and  targeting  the 
company’s  core  audience  of  young  profes¬ 
sionals;  promoting  their 
dozens  of  sites  on  the  Internet 
to  drive  traffic;  and  building 
separate  Internet  franchises 
with  separate  sales  forces 
from  print. 

In  examining  the  online 
marketplace.  Winter  criti¬ 
cized  online  newspapers  as  a 
replicated  version  of  their 
print  counterparts  and  criticized  local  TV 
station  Web  sites  as  “exaggerated  schedules 
of  what  is  on  tonight.”  He  said,  “That’s  not 
solving  the  product  challenge.” 

Instead,  he  suggested  gathering  staff 
members  together  to  hammer  out  a  plan 
focusing  on  the  future  of  the  online  product. 


marketing,  and  sales  challenges.  “If  you’re 
going  to  build  a  new  business,  it’s  impossi¬ 
ble  to  do  that  in  five  years  if  you  attach  it  to 
the  original  medium,”  Winter  said.  Selling 
ads  for  print  and  online  together  makes  the 
online  ad  “value-added”  and  not  a  separate 
advertising  opportunity  with  any  value,  he 
suggested.  “We  want  to  establish  indepen¬ 
dent  value  of  the  Internet.” 

In  planning  Cox’s  interactive  division. 
Winter  has  learned  five  key  lessons: 

1  Utility  is  everything. 

2  Sites  should  find  something  to  differenti¬ 
ate  their  product  to  keep  users  coming  back. 

3  Applications  like  polls,  chats,  personal 
pages,  and  group  pages  are  what  drive 
page  views. 

4  While  traditional  media  builds  long¬ 
term  awareness,  online  traffic  is  driven  by 
online  promotion. 

5  Online  advertising  works. 

Winter  said  online  newspapers  should 
focus  on  their  local  content  to  differentiate 
themselves  in  the  market.  “At  the  end  of 
the  day,  what  differentiates  your  product? 
Local  content.  It’s  our  ace  in  the  hole.” 
The  next  Web  battleground  for  viewers 
will  be  local  content,  he  said. 


Stone  is  a  new  media  professor  at 
Roosevelt  University  in  Chicago,  a 
consultant,  and  frequent  contributor 
to  Editor  &  Publisher. 


Markeling  Ibe  Web  in  olber  media 

Integrated  marketing  will  drive  traffic,  attract  advertisers  to  news  Web  sites 


by  Carl  Sullivan 

If  newspapers  want  successful  Web 
sites,  they  have  to  market  them  not 
only  in  their  print  products  but  in  other 
media  as  well.  Papers  might  consider  pro¬ 
moting  their  online  products  on  television 
and  even  radio,  says  Dominique  Noth,  a 
media  consultant  from  Milwaukee,  Wis. 
No  one  thought  radio  ads  would  be  effec¬ 
tive  in  promoting  Web  sites,  but  Noth  says  i 
many  sites  including  priceline.com  have 
received  lots  of  traffic  from  radio  spots. 

Many  consultants  are  also  advising 
newspapers  to  become  local  portals  used 
by  the  local  community.  In  just  two  years, 
half  of  all  Web  advertising  revenue  will 
be  spent  in  local  markets,  says  Jay 
Friesel,  executive  vice  president/sales  and 
marketing  for  24/7,  an  advertising  net¬ 


work  on  the  Net  which  includes  Knight 
Ridder’s  Real  Cities.  “The  local  market¬ 
places  are  developing  very,  very  strong¬ 
ly,”  he  says.  Friesel  suggests  newspapers 
consider  selling  text  links  and  buttons  in 
addition  to  banner  ads.  Also,  to  create 
advertisements  for  retailers,  papers  might 
want  to  work  with  a  local  design  firm. 

While  new  media  executives  fret  about 
getting  their  print  counterparts  to  promote 
Web  sites  in  the  newspaper,  it  should  be 
the  other  way  around,  says  Michael 
O’Hara,  general  manager  of  Packet  Pub¬ 
lications  Inc.  in  New  Jersey.  “A  very 
strong  Web  site  will  elevate  the  brand 
equity  of  your  print  publication,”  he  says. 
In  addition,  newspapers  are  picking  up 
new  advertisers  who  would  have  never 
bought  print  ads  alone  but  who  will  buy 
discounted  Web-print  packages. 


O’Hara  believes  the  Web  allows  news¬ 
papers  to  more  effectively  compete  with 
television.  “Online  allows  us  to  compete 
with  the  sex  appeal  of  TV  commercials,” 
he  says.  But  newspapers  must  be  aggres¬ 
sive  in  promoting  the  Web’s  interactive 
features  to  advertisers.  “You  have  to  take 
advantage  of  that.” 

Selling  the  Web  to  advertisers  isn’t 
always  an  easy  task,  of  course.  “We  are 
going  to  have  to  start  educating  [advertis¬ 
ers]  more  by  results  that  advertisers  can 
understand,”  Noth  says.  That  means  work¬ 
ing  hard  to  illustrate  the  effectiveness  of 
online  advertising  campaigns.  “You  have 
to  have  good  statistics,”  O’Hara  confirms. 

Again,  integration  of  media  outlets  is 
the  key.  Noth  believes.  “You  solve  the 
client’s  needs  by  hitting  the  audience  by 
any  means  necessary,”  he  says. 
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Net  vets  promoted 

Bob  Ingle,  president  of  Knight  Bidder 
New  Media  in  San  Jose,  Calif.,  will 
become  president  of  Knight  Bidder 
NewVentures,  the  investment  arm  of  the 
company’s  new  media  group,  on  March  1 . 
Ingle  oversaw  the  launch  of  Mercury 
Center  and  the  Beal  Cities  Network. 
Kathy  Yates,  vice  president/new  business 
development,  Knight  Bidder  New  Media, 
will  be  acting  president. 

In  Arlington,  Va.,  USA  Today  named 
Lorraine  Cichowski  senior  vice  president 
and  publisher  of  USAToday.com.  She 
oversaw  the  launch  of  the  Web  site  in 
1995.  Larry  Sanders,  formerly  director  of 
business  operations  at  the  Information 
Network,  was  named  vice  president  and 
general  manager  of  USAToday.com.  Jim 
Schulte,  formerly  Information  Network 
editor,  was  named  vice  president  and  edi¬ 
tor  in  chief  of  USAToday.com. 

In  Boston,  The  Boston  Globe's 
boston.com  has  named  Lisa  DeSisto  vice 
president,  general  manager.  She  was  the 
vice  president  for  strategy  and  marketing. 
Frank  Hertz  was  named  director  of  online 
content  and  Leo  Mclnnis  was  named 
sales  development  manager. 

Texas  papers  in 
classified  alliance 

Four  large  media  groups  have  joined 
together  to  create  TEXAS4U.COM,  an 
online  classified  marketplace  that  brings 
together  18  newspapers.  The  alliance 
includes  The  Hearst  Corp.,  Cox 
Enterprises  Inc.,  A.H.  Belo  Corp.,  and 
The  E.W.  Scripps  Co.  Combined,  the 
newspapers  represented  have  a  daily  paid 
circulation  of  over  2  million  (2.6  million 
on  Sunday). 

The  companies  say  the  alliance  could 
eventually  expand  into  a  news  and  infor¬ 
mation  network  for  the  state.  Beal  Media 
of  New  York  will  represent  the  new  site. 

An  audible  Times 

Fans  of  The  New  York  Times  who 
would  rather  listen  to  than  read  the  Gray 
Lady  now  have  that  option.  Audible  Inc. 
of  Wayne,  N.J.,  will  create  and  distribute 
a  daily  audio  digest  of  the  paper,  available 
at  http://www.audible.com.  The  audio 
digest  can  be  downloaded  and  listened  to 
from  a  PC  or  from  handheld  devices. 
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Get  the  411  on  the  Net 


by  Charles  Bowen 

When  people  are  brand  new  to  the 
Web,  the  first  question  they’re 
liable  to  ask  is,  “Where  do  I  find 
the  directory  of  all  the  people  who  are  on 
the  Internet?”  Later,  with  more  experience 
online,  they  roll  their  eyes  and  dismiss 
that  question  when  it  is  posed  by  others. 
After  all,  the  population  of  the  Internet  is 
'  not  only  larger  than  many  small  countries 
(about  150  million  by  some  counts),  but  it 
also  increases  faster  than  anything  we’ve 
ever  known  in  our  lives. 

And  then,  after  even  more  time  brows¬ 
ing,  perhaps  we  come  to  realize  a  truth: 
i  that  the  seemingly  naive  question  —  like 
!  so  many  posed  by  neophytes  in  such  a 
;  complex  environment  —  really  does  point 
I  to  a  primary  need.  It  is  something  we  must 
have  if  we  are  ever  to  tame  cyberspace. 
Where  is  the  ultimate  Internet  directory? 

The  fact  that  such  a  database  of  neti- 
zens  never  can  be  complete  is  no  reason 
not  to  try.  After  all,  telephone  books  still 
manage  to  see  print,  even  though  people  ' 
annoyingly  continue  to  change  their 
I  names,  move  away,  and/or  die.  Complete¬ 
ness  in  such  efforts  is  no  requirement,  just  i 
an  impossible  objective.  i 

A  number  of  sites  have  been  trying  to 
become  the  directory  of  records  for  the 
Net,  and  at  last  a  clear  leader  has  emerged.  ' 
Bigfoot.com  is  not  only  fast,  but  efficient, 
enabling  you  to  .search  for  e-mail  address¬ 
es  and  residential  addresses  at  the  same 
time.  When  searching  for  names  at 
http://www.bigfoot.com,  you  can  add  a 


comma  followed  by  the  state  postal  code 
to  narrow  the  search.  For  instance,  Tom 
Jones,  CA  would  search  for  Tom  Joneses 
in  California  only.  Bigfoot  lists  the  first  of 
what  may  be  several  screens  of  possible 
matches  for  the  name  you  have  entered. 
The  top  of  the  list  has  the  closest  fits  for 
the  spelling  you  have  provided.  Each 
name  has  a  hyperlink  allowing  users  to 
write  instant  e-mail  to  the  names  found 
by  the  search  engine. 

The  data  entry  box  also  contains  two 
check  boxes:  one  to  limit  the  search  to  e- 
mail  addresses,  the  other  to  expand  the 
search  to  White  Pages  (residential  addres¬ 
ses).  Tabs  along  the  top  of  the  introducto¬ 
ry  page’s  data  entry  box  also  enable  you 
to  search  Yellow  Pages  and  Web  Pages. 
For  more  detailed  searching,  use  the  site’s 
Advanced  Search  feature  to  search  by 
first  or  last  name,  city  or  state,  targeting 
either  e-mail  or  White  Pages.  Other  con¬ 
siderations  for  using  Bigfoot  and  related 
databases  in  your  research: 

IThe  site’s  e-mail  data  is  compiled 
from  public  records  and  from  infor¬ 
mation  submitted  by  Bigfoot  users.  White 
Page  data  is  provided  by  Acxion. 

2  Yellow  Page  data  is  from  assorted 
Begional  Bell  Operation  Cos.  Its  Web 
page  search  engine  is  powered  by 
LookSmart  and  Alta  Vista. 

3  For  other  online  directories,  try 
Yahoo  People  Search  (http://people. 
yahoo.com),  WhoWhere  (http://www. 
whowhere.com).  Switchboard  (http:// 
www.switchboard.com),  and  InfoSpace 
(http://www.infospace.com).  H 


InfoTaxi™  is  a  suite  of  Internet  applications 
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Ad  spending  up  8.87o, 
$12.18  to  newspapers 

Total  ad  spending  $56. 4B  for  1Qtr.-3Qtr.  1998 


by  Joe  Nicholson 

Spending  by  advertisers  in  all  media 
was  up  8.8%  in  the  first  three  quar¬ 
ters  of  1998,  according  to  statistics 
released  by  Competitive 
Media  Reporting  (CMR), 
which  tracks  advertising 
trends  in  media. 

The  8.8%  increase  brings 
ad  spending  in  markets  mea¬ 
sured  by  CMR  to  a  total  of 
nearly  $56.4  billion  at  the 
end  of  the  third  quarter. 

CMR  bases  its  statistics 
on  a  wide  review  of  media 
usage,  including  127  news¬ 
papers  in  50  major  markets. 

While  the  newspaper  survey 
does  not  include  every  daily  in  those  mar¬ 
kets,  it  includes  “all  major  daily  newspa¬ 
pers  with  large  circulations,”  says  Jerry 
Arbittier,  CMR’s  senior  vice  president, 
corporate  product  planning  and  manage¬ 
ment,  who  adds  there  is  “no  definite  cut¬ 
off”  level  of  circulation  at  which  a  paper 
with  a  smaller  newspaper  is  eliminated. 

The  newspapers  took  in  about  $12.1  bil¬ 
lion  in  the  first  three  quarters  of  last  year, 
CMR  found.  That  marked  a  7.7%  increase 
from  the  same  year-earlier  period. 

CMR  found  network  television  took  in 
about  $11.6  billion  in  ad  revenue,  up 
8.7%.  Spot  TV’s  total  was  about  $1 1  bil¬ 
lion,  up  6.4%. 

CMR’s  reports  are  based  on  actual 
numbers  rather  than  estimates.  As  the 
Dow  Jones  Industrial  Average  is  used  as  a 
gauge  of  which  way  certain  types  of 
stocks  are  moving,  CMR  finds  trends  in 
advertising  revenue. 

Increa.ses  in  other  media  and  their  totals 
rounded  off  were:  magazine  $9.6  billion,  up 
9%;  cable  network  television  $4.7  billion, 
up  15.3%;  national  syndication  $2  billion, 
up  9%;  national  spot  radio  $1.4  billion,  up 
20.5%;  outdoor  $1.3  billion,  up  20.9%; 
national  newspaper  $1.2  billion,  up  6.1%; 
Sunday  magazine  $.7  billion,  up  .1%;  and 
network  radio  $.6  billion,  up  2.7%. 

CMR  expands  the  breadth  of  its  sur¬ 


veys  every  year  or  two,  meaning  that 
current  results  cannot  always  be  com¬ 
pared  with  results  in  past  years,  accord¬ 
ing  to  Arbittier. 

Clients  of  CMR,  which  has  tracked 
newspaper  advertising  for 
more  than  half  a  century, 
include  scores  of  newspa¬ 
pers  and  hundreds  of  ad 
agencies. 

CMR  does  not  do  esti¬ 
mates  or  forecasts  such  as 
newspaper  ad  expenditure 
figures  made  by  the  News¬ 
paper  Association  of  Amer¬ 
ica  (NAA),  which  e.stimates 
the  nation’s  total  newspaper 
ad  expenditures  reached 
$41,341  billion  in  1997.  That 
was  an  8.6%  increa.se.  and  NAA  has  fore¬ 
cast  that  the  final  totals  for  1998  ad  growth 
will  show  a  6. 1  %  increase. 

CMR’s  Arbittier  says  its  data  enables 
customers,  includ¬ 
ing  ad  agencies  and 
newspapers,  to  get 
a  better  idea  of 
what  competitors 
are  doing  than  any 
other  available  in¬ 
formation. 

CMR  allows  a 
company  to  know 
what  markets  adver¬ 
tisers  are  using  and 
spending  trends. 

“The  way  our 
numbers  are  used  is 
not  as  an  absolute 
value,  but  more  as  a 
relative  value,”  says 
Arbittier,  referring 
to  the  trends  they 
reveal  even  though 
they  do  not  cover  all 
ad  spending. 

Arbittier  says  ad 
agencies  have  start¬ 
ed  to  make  wider 
use  of  CMR  data 
than  in  the  past  by 


using  the  data  in  their  buying  and  other 
divisions  as  well  as  their  research  divisions. 

CMR  reports  General  Motors  was  the 
leading  corporate  advertiser  in  the  first 
three  quarters  of  last  year  with  $  1 .4  billion 
in  spending,  despite  an  8.7%  decrea.se 
compared  with  the  year-earlier  period. 

The  kind  of  information  CMR  provides 
cannot  normally  be  obtained  from  the 
companies  themselves  because  those 
firms  fear  losing  competitive  advantage 
by  making  the  data  public. 

GM  spokeswoman  Donna  Fontana  says 
the  firm  does  not  make  public  its  ad 
spending  totals  or  media  mix,  declining  to 
provide  any  “specifics  about  our  media 
spending  or  planning.” 

Fontana  says  GM’s  54  brands  “all  use 
a  different  mix.”  Some  emphasize  news¬ 
papers,  others  television. 

CMR’s  report  on  the  first  three  quarters 
of  last  year  said  the  leading  individual 
brand  was  McDonald’s,  which  spent 
$42 1 .5  million,  a  1  %  decline.  The  top  auto 
brand  was  Toyota  Camry  with  $79.3  mil¬ 
lion,  up  46.4%. 

How  long  can  the  good  times  go  on? 

CMR  doesn’t  forecast,  but  NAA  pre¬ 
dicts  newspaper  ad  increases  of  4.5% 
to  5%  this  year  and  says  the  industry, 
provided  it  maintains  its  share,  “could 
sustain  growth  in  the  5.5%-to-6% 
range”  in  2000.  tM 
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We  Rank  The  BEST  PLACES  TO  LIVE 
IN  THE  U.S.  In  the  all  NEW  1999 
EDITOR.S’PUBLISHER  MARKET 
GUIDE.  Now  Including  the  Exclusive 
E&P  Better  Living  Index! 


For  74  years  marketers  have  used  the  E&P  MARKET  GUIDE  as  a 
planning  tool.  They  have  come  to  rely  on  the  demographic  and  eco¬ 
nomic  tables  with  actuals  and  remarkably  accurate  annual  projections. 


Markets,  Newspapers 
Serving  the  Market.  Retail  Sales 
Data,  and  much,  much  more! 


But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source 
of  relocation  data.  Its  unique  combination  of  quantitative  and  qualitative 
data  has  provided  an  accurate  description  of  community  life. 


It’s  the  only  source  of  valuable,  descriptive  information 
for  MSA  and  non-MSA  markets  in  the  U.S.  and  Canada  ...  plus 
critical  market  data  for  more  than  1,600  cities  and  all  3,141  U.S. 
counties. 


Now,  in  our  75th  anniversary  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 


PRICING 

The  print  copy  of  the  E&P  MARKET  GUIDE  is  just  $120.  It’s  also  avail¬ 
able  on  CD-ROM  together  with  the  data  from  U.S.  MARKET 
FORECASTS  which  covers  all  towns  and  cities  in  the  U.S.  with  2500  or 
more  population.  Pricing  for  the  CD-ROM.  which  includes  the  printed 
Market  Guide,  is  just  $495.  (CA,  CO,  DC,  MA  and  NY  residents  please 
add  appropriate  sales  tax.  Canada  residents  please  add  GST.) 


Relocation  info  now  includes  rankings  of  quality  of  life  data  including; 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


Demographic  data  now  includes: 
f  •  Graduation  Levels 
•  Housing  and  Rental  Rates 


ORDER  TODAY! 

Plea.se  send  payment  to:  MARKET  GUIDE,  c/o  Editor  &  Publisher, 
P.O.  Box  3000,  Denville.  NJ  07834-3000.  Phone:  (800)  783-4903. 
Fax;  (973)  627-5872.  E-Mail;  edpub@mediainfo.com.  Place  your 
order  on  our  Web  site: 


Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2004! 


www.mediainfo.coin  f  click  on  the  store  icon)  Or  con¬ 
tact  us  at  the  numbers  above  for  more  information. 


All  the  market  data  for  Canada  is  in 
one  convenient  section! 


PLUS ... 

...  these  regular  features:  Population  by 
Age,  Ethnic  Breakdowns.  Number  of 
Households,  Income  per  Household  and 
per  Capita,  Principal  Industries,  Chain 
Outlets,  Retail  Outlets,  Location  of 
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Syndicate  builds  big  client 
list  by  offering  content  from 
300  providers,  including 
United  and  Universal 


iSyndicate  and  client 
sites.  Headlines  link 
back  to  content  pro¬ 
viders’  sites,  which  in¬ 
creases  their  traffic.  In 
return,  providers  pay 
iSyndicate  an  average 
of  two  cents  per  click¬ 
through. 

Are  Express  clients 
troubled  by  visitors 
leaving  their  sites 
after  clicking  on  a 
headline? 

“They’re  glad  to 
have  something  fresh 
and  updated  all  the 
time,”  Maske  replies. 

“In  the  end.  the  trade¬ 
off  is  worth  it  for 
those  sites.” 

Maske  says  iSyndi¬ 
cate  hopes  to  hit  $1  million  in  quarterly  ty  to  grow,  and  its  management  is  terrif- 
revenue  in  the  second  or  third  quarter  of  ic,”  Stern  says.  “It’s  one  of  the  invest- 
this  year  and  turn  a  profit  by  the  middle  ments  we’re  very  optimistic  about.” 
of  2000.  The  Web-based  syndicate  was  founded 

In  the  meantime,  iSyndicate  is  using  $3  by  Maske.  31,  and  Allison  Hart.soe,  28, 
million  in  equity  funding  vice  president  for  production, 
received  last  October  from  Universal  vice  president  Bob  Duffy 
Scripps  Ventures  (a  sister  says  Universal  is  working  with  iSyndicate 
company  to  United)  and 
Labrador  Ventures  (a  Sili¬ 
con  Valley  firm).  Scripps 
provided  more  than  half  of 
the  amount,  which  has 
helped  iSyndicate  step  up 
marketing  efforts  and 
increase  staffing  to  30, 
from  a  dozen. 

Why  would  syndicates  like  United  and 
Universal  affiliate  with  iSyndicate?  Isn’t  it 
a  competitor? 

No,  says  United  and  Scripps  Ventures 
president/CEO  Doug  Stern.  When  it 
comes  to  online  customers,  he  explains. 

United  concentrates  on  selling  to  newspa¬ 
per  Web  sites,  while  iSyndicate  focuses  on 
non-newspaper  Web  sites. 

Stern  adds  that  iSyndicate  increases 
exposure  of  United’s  features  and  could 
be  a  great  investment  for  Scripps. 

“iSyndicate  has  a  tremendous  opportuni¬ 


ty  David  Astor 


A  syndicate  that’s  barely  two  years 
old  has  already  amassed  more  than 
17,500  clients. 

The  company  is  iSyndicate,  and  its 
clients  are  all  over  cyberspace. 

"The  Web  is  different  than  new.spapers 
—  there’s  millions  of  outlets,”  says 
iSyndicate  president  and  CEO  Joel 
Maske.  “They  want  and  need  content.” 

Clients  include  corporate,  small  busi¬ 
ness,  e-commerce,  media,  and  other  Web 
sites.  Also.  iSyndicate  provides  content  to 
GeoCities  (www.geocities.com),  whose 
members  have  over  3  million  personal 
Web  sites. 

Maske  predicts  iSyndicate  will  reach 
100,(X)0  client  sites  by  the  middle  of  1999. 

What  is  iSyndicate  and 
why  is  it  growing  so  fast? 

The  San  Francisco-based 
company  (www.isyndi- 
cate.com)  doesn’t  cultivate 
its  own  stable  of  creators. 

Instead,  it  “aggregates” 
material  from  300  pro¬ 
viders,  including  United 
Media,  Universal  Press 
Syndicate,  Associated  Press, 

Reuters,  Web  publishers 
such  as  CNET  and  Salon,  and  e-mer- 
chants  such  as  Amazon.com.  iSyndicate 
packages  this  content  into  2,000  separate 
products  for  distribution  to  client  sites. 

About  35  sites  buy  full-text  material 
from  iSyndicate’s  Network  service.  Sites 
pay  a  fee  and/or  share  ad  revenue  with 
iSyndicate,  which  pays  providers  for  the 
right  to  distribute  their  content. 

But  most  client  sites  use  iSyndicate’s 
Express  service,  which  distributes  free 
images  and  headlines  built  into  pages  that 
include  ads  generating  revenue  shared  by 


The  Web  site  of  the  Web-distributing  iSyndicate  includes 
news,  business,  and  sports  headlines. 


“The  Web 
[has]  millions 
of  outlets. 
They  want  and 
need  content.” 

—  Joel  Maske, 
iSyndicate 


Allison  Hartsoe  and  Joel  Maske 
launched  the  San  Francisco-based 
iSyndicate  in  early  1997. 
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because  it’s  important  in  new  media  to 
“grab  on  to  as  many  wagons  as  you  can” 
and  hope  some  succeed.  Duffy  adds  that 
there’s  little  downside  to  wider  distribu¬ 
tion  of  about  a  dozen  Universal  comics 
and  columns. 

“We’re  using  their  resources  for  ped¬ 
dling  our  content,  and  iSyndicate  is  will¬ 
ing  to  pay  us  good  rates,”  says  Duffy, 
who  reports  that  Universal  continues  to 
sell  independently  to  non-newspaper 
Web  sites. 

Duffy  does  say  iSyndicate  is  a  poten¬ 
tial  competitor  and  wonders  whether  it 
will  turn  a  profit.  When  informed  of 
Maske’s  mid-2000  profitability  goal, 
Duffy  quipped,  “I’m  happy  to  hear  that, 
because  our  rates  will  go  way,  way  up!” 

Maske  —  who  studied  engineering 
before  co-founding  GALT  Technolo¬ 
gies,  an  Internet  firm  sold  to  Intuit  in 
1996  —  says  iSyndicate  will  continue  to 
add  providers,  including  self-syndicated 
creators. 

“We  try  to  affiliate  ourselves  with  any¬ 
one  who  has  great  content.”  he  says. 
“The  more  the  merrier  as  far  as  we’re 
concerned.” 


E&P  BRIEFS 


Pulitzer  winner 
creates  comic 

Following  in  a  long  line  of  editorial  car¬ 
toonists  who  added  a  comic  to  their  draw¬ 
ing  boards,  Pulitzer  Prize  winner  Steve 
Breen  has  created  “Grand  Avenue.” 

The  daily  and  Sunday  humor  strip, 
which  United  Feature  Syndicate  is  launch¬ 
ing  April  5,  focuses  on  a  woman  raising 
her  6-year-old  twin  grandchildren. 

Breen,  28,  won  the  editorial  cartooning 
Pulitzer  la.st  year  for  his  Ashury  Park 
(N.J.)  Press  work,  which  is  syndicated  by 
Copley  News  Service. 

Copley  editorial  director  Glenda 
Winders  says  the  syndicate  began  adding 
comics  just  after  “Grand  Avenue”  was 
developed  —  meaning  it  missed  a  chance 
to  be  in  the  running  for  Breen’s  strip. 

“It  was  a  timing  thing,”  adds  Breen. 
"The  stars  were  not  aligning.” 

Winders  says  she  hopes  other  Copley 
editorial  cartoonists  who  create  comics  in 
the  future  will  consider  the  syndicate. 

Meanwhile,  Breen  is  doing  five  editori¬ 
al  cartoons  a  week  during  the  day  and 
“Grand  Avenue”  on  nights  and  weekends. 


LETSCDCWaJU'-ltS^tS. 
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A  broken  lamp  shades  Kate  from  a  talkative  neighbor  in  “Grand  Avenue.” 


He  also  has  a  new  son,  bom  Feb.  19. 

“It’s  a  struggle,  but  it’s  a  fun  struggle,” 
notes  Breen,  who  says  doing  a  comic  is  a 
“lifelong  dream.” 

Currently,  about  a  dozen  editorial  car¬ 
toonists  also  do  comics.  The  most  widely 
syndicated  is  “Shoe”  by  Jeff  MacNelly  of 
Tribune  Media  Services.  —  David  Astor 

United,  Creators 
unite  on  the  Web 

United  Media  is  adding  20  comics  to  its 
Web  site  —  and  they’re  all  from  a  rival: 
Creators  Syndicate. 

The  United  site  (www.comiczone.com) 
is  also  rolling  out  a  new  URL 
(www.comics.com).  That  and  the  20  new 
cartoons  are  expected  to  draw  even  more 
traffic  to  the  site,  says  United. 

The  Creators  comics  include  “B.C.,” 
“The  Wizard  of  Id,”  “One  Big  Happy,” 
and  “Liberty  Meadows.”  They  join 
“Dilbert,”  “Peanuts,”  and  about  three 
dozen  other  United  comics. 

Creators  executive  vice  president  Mike 
Santiago,  whose  syndicate  also  has  its 
own  site  (www.creators.com),  says  the 
United  deal  will  give  the  20  comics  more 
exposure  on  the  Web. 

Three  tabbed  as 
Reuben  finalists 

Pat  Brady,  Patrick  McDonnell,  and  Will 
Eisner  have  been  nominated  for  the 
National  Cartoonists  Society’s  Reuben 
Award  as  top  cartoonist  of  the  year. 

Brady  does  “Rose  is  Rose”  for  United 


Feature  Syndicate,  McDonnell  does 
“Mutts”  for  King  Features  Syndicate,  and 
Eisner  is  a  graphic  novelist  who  created 
“The  Spirit”  comic  for  newspapers. 

The  winner  will  be  announced  May  8  in 
San  Antonio,  Texas. 


What  are 
you  doing 
for  the 
miliennium? 
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Preprint  confusion  bogging 
down  packaging 
operations?  Perhaps 
a  dose  of  heuristics 
can  set  things  right 

by  Mark  Fitzgerald 


“Shiva’s  lack  of 
experience  in  the 
newspaper  business 
has  not  been  a  detri- 
To  the  con- 


ment, 

trary,  their  wide  ex¬ 
perience  with  other 
industries  has  helped 
them  internalize  our 
own  particular  prob¬ 
lems  at  the  Post  — 
and  helped  them  find 
a  creative  solution” 

Burton  says.  Among 
companies  whose 
products  ShivaSoft 
systems  help  pack¬ 
age  and  schedule  are 
Honda  automobiles. 

Converse  athletic 
shoes,  and  Polygram  compact  disc 
recordings. 

The  Post  turned  to  ShivaSoft  after  hit¬ 
ting  a  dead  end  with  a  system  that  used 
artificial  intelligence  to  search  for  optimal 
scheduling  solutions.  Burton  explained 
during  a  presentation  at  the  Newspaper 
Association  of  America’s  SuperConfer- 
ence  last  month. 

Rather  than  focus  on  creating  the  per¬ 
fect  schedule.  Burton  says,  the 
decision-tree 


Here’s  a  good  example  of  how  far  the 
newspaper  post-press  process  has 
grown  from  its  low-tech  origins  in 
the  old  mailroom:  To  explain  The  Washing¬ 
ton  Post's  new  preprint  scheduling  system, 
its  project  manager  repeatedly  uses  the 
phrase  “simulated  annealing  heuristics.” 

Translated  from  the  original  engineerese, 
that  means  the  scheduler  not  only  follows 
the  numerous  rules  of  thumb  involved  in 
calculating  insert  loads  by  zone,  edition, 
day,  and  all  the  other  factors  involved  in 
delivering  preprinted  advertising  —  but  it 
also  appears  to  learn  as  it  goes  along. 

It  better.  The  fact  is,  post-press  control 
systems  are  now  ordering  around  packag¬ 
ing  machines  that  themselves  are  no  longer 
dummies.  Today’s  computer-enhanced 
inserters,  stackers,  strappers  and  bundlers 
pack  so  much  calculating  firepower  that 
they  make  extraordinary  de-  , 
mands  on  control  systems. 

Only  now  is  the  industry 
witnessing  the  emergence  of  a  |  W 
new  generation  of  controls 
capable  of  handling  these  ma- 
chines.  Sometimes  control  sys-  j  t 

terns  are  adopted  from  other 
operations,  and  other  times  the 
implementers  are.  ? 

Again.  The  Washington  Post 
is  emblematic  of  these 
changes.  Patrick  G.  Burton, 
the  project  manager  for  the 
scheduling  system,  was  a  linguist  in  mili¬ 
tary  intelligence  for  the  U.S.  Army  before 
he  came  to  the  760,000-circulation  daily. 
And  the  system  Burton  is  installing  over 
the  next  several  years,  known  as  the  Finite 
Capacity  Scheduling  System,  is  from 
ShivaSoft  —  a  company  making  its  first 
foray  into  the  newspaper  industry. 


View  of  The  Washington  Post  mailroom  gives  some  idea  of  the 
inserting  and  collating  volume  that  must  be  scheduled. 


run.  The  actual  schedule.  Burton  says,  is 
returned  in  about  one  minute  for  the  Sun¬ 
day  run  and  in  about  five  minutes  for  the 
daily  paper,  which  includes  far  more  zones. 

Over  time.  Burton  says,  ShivaSoft 
“learns”  to  do  its  job  better  —  and  pro¬ 
duces  more  efficient  schedules  that  should 
allow  for  later  press  runs. 

“As  the  accuracy  of  delivery  times 
improves,  for  example,  it  can  fine-tune  the 
times  for  dispatch  pickup,”  Burton  says. 

Whether  post-press  controls  are  devel¬ 
oped  by  traditional  or  nontraditional 
newspaper  equipment  vendors,  they  have 
one  common  characteristic;  They  throw  a 
lot  of  computer  power  into  the  job. 

Consider,  for  instance,  the  Ferag  ICS 
(Integrated  Control  System)  The  Miami 
Herald  is  using  to  control  the  equipment 
that  will  be  in  place  at  the  end  of  its  $108 
million  new  pressroom  and  packaging 
room  project  for  the  Herald  and  its  sister 
El  Nuevo  Herald  daily. 

“The  ICS  is  Windows-based  with  the 
same  look  and  design  and  the  same  intu¬ 
itive  feel.”  says  Peter  Birdsall,  press  pro¬ 
ject  manager  for  Miami  Herald 
Publishing  Co.  “It  has  one  file  server,  12 
client  PCs,  three  control  PCs,  five  copy 
detectors  per  conveyor  line,  and  four 
release  detectors  per  inserter.” 

Ferag ’s  ICS  also  must  interface  with  a 


system  uses 

algorithms  to  find  what  is 
called  a  “local  optimum”  that 
is  close  to  the  best  solution. 

In  the  tight  deadlines  of  a 
daily  newspaper,  finding  the 
good-enough  solution  makes  a 
big-time  difference:  “In  60 
seconds,  it  can  give  you  the 
equivalent  of  searching  30  to 
120  minutes  on  linear  pro¬ 
gramming,”  Burton  says,  re¬ 
ferring  to  the  spreadsheet  sys¬ 
tems  at  most  papers. 

ShivaSoft  considers  a  wide  variety  of 
factors,  including  load-leveling  that  allo¬ 
cates  inserts  among  hoppers  when  the 
insert  package  gets  heavy. 

Even  so,  setting  up  the  system  to  get  a 
schedule  takes  only  10  to  30  minutes,  de¬ 
pending  on  the  complexity  of  a  day’s  print 


Patrick  G.  Burton, 
The  Washington  Post 
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Collier-Jackson  circulation  system  and  its 
Burt  Technologies  zone-shaping  system. 

To  ensure  that  all  these  control  systems 
aren’t  simply  assembling  a  house  of  cards 
that  will  collapse  with  one  ill-timed  push 
of  a  button  by  a  casual  laborer,  the  ICS  has 
security  you  might  not  find  at  a  small  bank. 

“There  are  five  levels  of  security  ac¬ 
cess,”  Birdsall  says.  “So  the  mailroom 
cannot,  even  by  accident,  change  the  press 
order  and,  for  that  matter,  the  pressroom 
cannot  change  the  zones,  and  so  on.” 

Post-press  operations  executives  say 
the  investment  in  these  increasingly  pow¬ 
erful  controls  is  paying  off.  Even  smaller 
papers  are  demanding  more  centralized 
control  of  their  packaging. 

GMA’s  SAM  control  system,  for  in¬ 
stance,  was  designed  for  The  New  York 
Times,  a  national  paper  with  a  Sunday  cir¬ 
culation  of  1 .6  million.  At  this  year’s  Super- 
Conference,  the  paper  relating  its  SAM 
experience  was  the  El  Paso  (Texas)  Times, 
with  a  top  circulation  of 97,000  on  Sundays. 

“We’re  still  performing  well  under  our 
old  system,  and  nothing  was  broken,  but 
for  the  El  Paso  Times,  the  answer  to  the 
question  about  whether  the  changeover 
was  worth  it  is  definitely  ‘yes,’”  says  pro¬ 
duction  director  Gary  Hughes. 

Among  the  initial  payoffs  he  cites:  eas¬ 
ier  scheduling  and  maintenance  of  smaller 
zones;  less  waste  resulting  from  improved 
circulation-draw  accuracy;  reduced  insert¬ 
er  setup  time;  better  planning  with  de¬ 
tailed  equipment  management  reports. 

At  The  Spokesman  Review  in  Spokane, 
Wash.,  packaging  center  preprint  coordi¬ 
nator  Jack  Rounsville  credits  Heidelberg’s 
Prima  II  System  for  “one  of  the  [paper's] 
most  successful  Thanksgiving  plans  ever.” 

Prima  11  had  a  complex  package  to  plan 
for  the  1  IV.OOO-circulation  paper’s  biggest 
day  for  preprints:  36  inserts  into  eight  jack¬ 
ets.  “The  whole  process  took  10  minutes,” 
recalls  Rounsville.  “In  the  old  days,  that 
process  would  have  taken  about  45  minutes 
and  been  a  big  pain  in  the  butt.”  H 


(Pa.)  Eagle',  Summit  Daily  News,  Frisco,  Times,  Shreveport,  La.;  Butler  (Pa.)  Eagle', 

Colo.;  and  Toronto’s  Sun  Media  Corp.  The  Augusta  (Ga.)  Chronicle;  Daily  Her- 

Valdosta;  Florence;  Lafayette;  the  News  aid,  Arlington  Heights,  111.;  Racine  Jour- 
Journal,  Mansfield,  Ohio;  The  Reporter,  nal  Times;  and  Sandusky  (Ohio)  Register. 
Fond  du  Lac,  Wis.;  and  The  Chronicle- 
Journal,  Thunder  Bay,  Ontario  (all  Thom-  T\/ 

son  dailies)  ordered  new  stacking  and  ’  ^  OlllUnei  adlC 
bundle-distribution  equipment,  as  did  Muller  Martini  Corp.,  Smithtown, 
Gannett’s  Palladium-Item,  Richmond,  N.Y.,  sold  a  Prima-TV  saddle  stitcher  to 
Ind.;  Phoenix  Offset,  Chandler,  Ariz.;  The  Florida  Today,  Melbourne. 


We  Strap  F  of  the 
top  20  newspapers 
across  America... 


TMSI  sales 


Hall  stackers  reconditioned  by  Total 
Mailroom  Systems  Inc.,  Middleburg 
Heights,  Ohio,  went  into  The  Valdosta 
(Ga.)  Daily  Times;  Florence  (S.C.)  Morn¬ 
ing  News;  The  Advertiser,  Lafayette,  La.; 
Marin  Independent  Journal,  Novato, 
Calif.;  The  Stuart  (Fla.)  News;  Butler 
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Rima  Stacker 

Rima  System  recently  introduced  the 
RS-31SL  compensating  stacker,  which 
replaces  the  RS-30SL.  The  new  model  is 
simpler  to  operate,  safer  and  more 
durable,  according  to  Heidelberg  Web 
Systems  Inc.,  Dover,  N.H.,  Rima’s  exclu¬ 
sive  distributor  in  the  Americas.  In  addi¬ 


tion  to  the  graphical  user  interface,  the 
text  display  was  expanded  to  40  characters 
to  eliminate  abbreviation. 

Improved  squeeze  rollers  are  now  AC 
driven.  Roller-gap  and  pressure  adjust¬ 
ments  are  now  mounted  atop  the  stacker 
for  easier  access.  A  main  drive  belt  was 
added  for  durability. 

For  safety,  the  top  infeed  guard  was 


DYC/Kinyo  Delivers 
Superior  Quality 
PrinDngBlankeis 
to  the  Newspaper 

Indusliv 

■  Resistant  to  smashes 

and  web  wraps 

■  Achieve  better 

print  quality 

■  Excellent  solid  coverage/ 
dot  reproduction 

1  Consistent  gauge  control 
±  .0008” 

I  Reduced  operating  costs 

I  Longer  blanket  life 

■  Closed  cell 

compressible  layer 


Glenpointe  Centre  West 

500  Frank  W.  Burr  Blvd. 

Teaneck,NJ  07666 
(800)446-8240  Fax:(767)486-5689 
E-Mail;  gd@d-y-c.com 


redesigned  for  full  access  to  the  upper 
infeed  area,  allowing  the  gapper  adjust¬ 
ments  to  be  accessed  from  either  side  of 
the  unit.  Interlock  switches  on  the  side 
guards  facilitate  quick,  tool-free  changing 
of  the  delivery  orientation  between  either 
side  of  the  stacker. 

Other  improvements  are  the  31SL’s 
swivel  casters  with  pneumatic  floor  locks, 
swing-away  steps  on  both  sides,  and  air- 
delivery  table  with  tool-free  disconnect. 

Options  for  the  new  machine  include  a 
servo  turntable  drive  especially  useful  for 
quarterfold  products  (faster  than  pneumat¬ 
ic  systems,  it  provides  optimum  turntable 
position  at  all  times),  double  squeeze  rol¬ 
ler  for  tighter  folds  on  bulk  products,  and 
a  static  reducer  system  to  prevent  signa¬ 
tures  from  sticking  together. 

Strapper  from 
EAM-Mosca 

The  TRZ-3  high-speed  newspaper  bun¬ 
dle  strapper  from  EAM-Mosca  Corp.,  W. 
Hazelton.  Pa.,  dispenses  with  clutches, 
sprockets,  chains,  and  related  problems. 

Handling  up  to  45  bundles  per  minute, 
its  standard  features  include  contour  press, 
bundle  stops,  side  conditioners,  variable- 
speed  direct-drive  conveyors,  automatic 
tension  adju.stment,  auto  strap  threading, 
and  a  touch  screen  operator  panel. 

Muller  Martini’s 
Avanti  bundler 

On  casters  for  ea.sy  positioning,  the 
Avanti  Bundling  Machine  from  Muller 
Martini  Corp.,  Smithtown,  N.Y.,  is  de¬ 
signed  to  operate  in  line  with  presses,  pro¬ 
cessing  all  types  of  signatures  —  three- 
side-open,  tabloid,  double  parallel,  quar¬ 
terfold,  head-folded,  and  gate  folds  — 
into  bundles  of  predetermined  length  or 
count  (sample/check  bundles  at  any  time). 

Aligning,  fold  pressing,  and  gap  com¬ 
pensation  are  integrated  into  the  infeed. 
Signatures  are  stacked  spine  down  for  bet¬ 
ter  bundles.  Stream  separation  and  the 
automatic,  large-capacity  end  board  feed¬ 
er  increases  efficiency  and  reduces  waste, 
according  to  Muller  Martini. 

The  bundler  also  features  a  laser  count¬ 
er,  central  operator  controls,  on-the-fly 
adjustments,  ergonomic  floor-level  main¬ 
tenance  and  PLC-assisted,  menu-guided 
makeready  with  plain  text  di.splay  for  easy 
operation  and  quick  set-up. 
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FEATURES 

AVAILABLE 

AUTOMOTIVE 

WHEELS  101:  A  weekly  Q&A  on  the 
basics  of  buying,  leasing,  driving  and 
maintaining  new  and  used  cars, 
SUV's,  and  light  trucks.  Crain  News 
Service,  New  York;  Joe  Hanley,  (212) 
254-0890,  Fax  (212)  254-7646.  Chi¬ 
cago:  Melanie  Glover  (312)  649- 
5464,  Fax  (31 2)  397-5500. 

ENTERTAINMENT 

"Hollywood  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

STORY  TIME  STORIES  THAT  RHYME 
Stories  that  educate,  entertain,  rhyme. 
P.O.  Box  41 6,  Denver,  CO  80201 

Desperation  is  a  feather  in  your  cap 


FEATURES  AVAIUBLE 

'  MIDEAST  ARAB  AMERICAN  ISSUES 
COLUMN  Humor  Somber  Researched 
I  Insightful  Professional  Journalist, 
infarmed  activist.  Weekly  (708)  403- 
I  1 203  www.hanania.com 

INTERNET  &  TECHNOLOGY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologylair.com 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941. 

(91 4)  692-4572  Fax  (91 4)  692-831 1 


NEWSAAAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fox  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 

REUGION  NEWS 

TODAY'S  PRAYER  is  a  new  feature  by 
Linda  Schubert,  author  of  popular 
MIRACLE  HOUR  prayer  booklet. 

30-day  free  trial 

todaysprayer@linda-schubert.com 
(408)  734-8663,  fax  (408)  734-8661 


NOTES  FROM  PARADISE  reports  on 
small  town  America,  where  the  reads 
are  bad,  the  air  and  water  good  and 
the  neighbors  friendly.  For  samples 
and  pricing  information,  call: 

Pat  Carlson  (914)  227-3734 


CARTOONS 


Experts  under  the  age  (^10  agree: 

Your  Newspaper  Is 

BORING 


Night  Lights  &  Pillow  Fights 

The  new  feature  from  Reuben- Award-Winning 
Illustrator  Guy  CUchrist  packages  interactive 
learning,  family  aimics  and  illustrated  verse 
into  a  cc^ie^ve  unit  kids  love! 

Now  Appearing  in  over  20  papers 
including  Hartford  Courant  and  Boston 
Herald:  and  70  on-line  papers. 

ALSO  AVAILABLE  AS  INTERNET  CONTENT 
Call  888'822-8398  for  information  or  to  buy 


ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 


24  HOURS  (51 6)  379-2797 
(727)  786-5930  Fax  (5 1 6)  379-38 1 2 
KAMEN  &  CO.  GROUP  SERVICES 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
242 1 2  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  31 29,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymoncl,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 

JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.lmpc.net 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MICHAEL  D.  LINDSEY 
Experienced  --  Confidential 
6645-5  Redmont  Cd,  Mesa,  AZ  85215 
(602)807-7791  FAX  (602)  807-7795 


PHILLIPS  PROPERTIES,  INC. 
Consultonts-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


THOMAS  C.  BOLITHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421-9600 
E-mail:  bolitho@bolitho.com 
http://vi(ww.  bolitho.com 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  #11,  Montclair,  CA  91 763 
(909)626-6440 
Fox  (909)  624-8852 


NEWSPAPERS  FOR  SALE 


BI-MONTHLY  TRADE  NEWSPAPER  cov¬ 
ering  arts  and  crafts  industry  in  eastern 
US  for  sale.  Established  reputation. 
Can  locate  anywhere.  Reply  ta  Box 
08758,  Editor  &  Publisher. 


CURRENT  USTINGS 
GOTO 

cribb.com 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


NEW  ENGLAND:  Healthcare  monthly 
$295,000.  FLORIDA:  Gulf  lifestyle 
magazine  $175,000,  Island  resort 
magazine  $150,000,  Keys  lifestyle 
magazine  $195,000.  Mayo  Commu¬ 
nications,  (813)  971  -2061 . 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold 

We  have  sold  thousands  of  publishing  companies  since  1923 
^ease  call  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 
&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-986-6774 

John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  email :jcrfbb<g>imt.net 


Confidential  Appraisal  for 
Estate,  ESOP,  Partners, 

I  Bank,  Tax,  Stock,  Assets 

mi 

For  a  listing  of 

o 

publications  for  sale,  go  to 
www.cribb.com 

“VzrrHr 

NEWSPAPERS  WANTED 


AFRICAN  AMERICAN  NEWSPAPER 
publishing  company  seeks  to  purchase 
Black  weekly  newspapers.  Confiden¬ 
tiality  maintained.  Contact  Eric 
Kearney,  president,  Sesh  Communica¬ 
tions,  P.O.  Box  1691,  Cincinnati,  OH 
45201 . _ 

LIBERTY  GROUP  PUBUSHING  is  aggres¬ 
sively  seeking  newspapers  and  other  print 
publication  acquisitions.  LGP  is  owner/ 
operator  of  approximately  240  publica¬ 
tions,  including  60  daily  newspapers.  All 
correspondence  and  discussions  are 
confidential.  Contact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)451-1520 


RETIRING?  Experienced  team  seeks 
small  daily  or  weekly  o'  specialty  pub¬ 
lication,  preferably  Zone  2.  Reply  to 
Box  08773,  Editor  &  Publisher. 


PUBUCAHONS  FOR  SALE 


ARTS  &  ENTERTAINMENT  monthly 
magazine  in  southern  Oregon,  10 
years  in  business.  Urgent,  must  sell. 
We  are  currently  breaking  even,  but 
the  business  has  excellent  potential  for 
growth.  Asking  $45K.  Call  George  at 
r541)  482-2037.  Or  E-mail  at: 

gazette@opendoor.com 
Serious  inquiries  only. 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  E- 11 
Newspapers 

Check  our  References 
(214)  265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  De.sc'o  Dr.,  Dallas,  TX  75225 


I 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  FEBRUARY  27,  1999 


39 


CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.co(Ti  •  michelea@mecliainfo.com 


ANNOUNCEMENTS 


PUBUCATIONS  FOR  SALE 

Award  winning  senior  monthly  serving 
greater  Boston.  In  business  23  years. 
Coll:  (508)  798-2706 _ 

HIGH  NET  IOWA  newspaper  shopper 
28-37%  5  year  cosh  flow.  $350,000 
with  two  buildings  (5 1 5)  523- 1 3 1 0. 

Faith  is  Cod  felt  by  heart,  not  by  reason 

Blaise  Pascal 


PUBUCATIONS  FOR  SALE 


•SE  Shopper  -  9  years  old,  fast  grow¬ 
ing  resort  area. 

•Midwest  Niche  -  Monthly,  netting 
40%. 

•Florida  -  2  college  publications. 
•25-Year-Old  -  Niche,  regional  pub¬ 
lication,  publish  from  anywhere. 

Contact  Howard  Alspoch,  (740)  681- 
9259.  Medio  Consultants,  Inc.  with 
offices  in  Arizona,  Florida,  Ohio  and 
Wyoming. 


Editor  &  Publisher’s 
Online  Buyer’s  Guide 

is  your  link  to  an  exploding  interactive  marketplace. 
More  than  2,000  vendors  that  supply  the  publishing 
industry  with  equipment  and  services. 

Check  out  the 
Buyer’s  Guide  at 
www.mediainfo.com 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Codbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE~ 

SIX  USED  AGFA  980s 
Resolution  of  36CX)  dpi. 

Use  1 3.3"  wide  IR  film  or  paper. 

Use  Hypen  RIPs  running  on 
50Mhz  486DX  processors. 

Buddy  King 

Phone  (903)  794-3311 
Fox  (903)  792-71 83 


TWO  CHESIRE  lABEUNG  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Coll  (256)  546-0600,  ask  for  Bill 

MAILROOM 

AAAILROOM  EQUIPMENT 
Stondlee  and  Associates,  Inc. 
(407)273-5218  Fox  (407)  273-901 1 


j _ MAILROOM _ 

I  1372  NEWSPAPER  INSERTING 
MACHINE.  Completely  refurbished  by 
AM  graphics.  Never  installed  since 
refurbish.  Still  in  crates. 

Coll  Bill  Konipe  (770)  428-581 7 

ALL  MAILR(X>M  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

I  (256)  997-9355/(256)  997-9656  Fox 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
!  Heidelberg  Inserting  Systems 
j  Spore  Ports  Training  Installation 
Mailroom  Systems 
Buy/Sell  Used  Mailroom  Eciuipment 
Terry  Connors,  Director  of  Sales 
F^one:  (508)  850-7945 
Fax:(508)850-7951 
www.newstec.com 

— 
i  PRE-OWNED  MAILROOM  Equipment 
i  Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-58 1 7  Fax  (770)  590-7267 


TWO  SIGNODE  MODELS  MLN-2  and 
MLN-2A,  plus  spore  parts. 

$8,000  for  both.  (83 1 )  393-9445 


_ PRESSES _ 

DON'T  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 

;  PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process 
Color  or  Daily;  GOSS  Community 
Urbanite  Metro;  SOLNA  D30  C96 

Tel:  (91 3)  648-2000 
Fax:  (913)648-7750 


•Harris  - 1650,  22  3/4"  -  7  units 
•Harris  -  N845,  22  3/4"  -  6  units 
•Goss  Headliner  Offset  22"  -  23  couples' 
•Goss  Metro  22  3/ 4"  -  2  add-on  units 
Bell  Camp  Inc. 

Fax:  (973)  492-9777 
Phone:  (973)  492-8877 


METRO,  URBANITE,  COM.MUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
!  (770)  552- 1 528  Fax  (770)  552-2669 


_ PRESSES _ 

SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses. 

(800)  255-6746  or  (91 3)  492-9050 
www.inlandnews.com 

USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 
www.webpresses.com 

WANTED  TO  BUY 

GOING  DIGITAL?  Will  pay  cash  for 
photo  archives,  any  quantity,  any¬ 
where.  Call  Jim  1  (800)  872-9990. 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-7267 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  ABIDING  CONCERN 
Quality  New  Subscriptions 
CIRCULATION  DEVELOPMENT,  INC. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


1  ABIUTY  OTHERS  CAN'T  OFFER 
WE  SELL  MORE  PREPAID  ORDERS 
CIRCULATION  SERVICES,  INC. 
Andy  Orr  (888)  343-0470 


1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)  950-8475 
E-mail:  mns1@metro-news.com 
www.metro-news.com 


NEWSPAPER  EXECUTIVE  SEARCH 


CIRCULATION  SERVICES 

BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Autamatic  Bank/ 

Credit  Card  Transactions 
j  Joseph  Skaff  (800)  218-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 

!  Call  Cherry  Coleman  (91 2)  336-2700 

^  HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
i  VERIFICATION  CAaiNG 

i  Our  programs  are  tailored  to  meet 
j  your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

{  Dennis  McQuillan 

!  (800)  260-9823 


NEWSPAPER  EXECUTIVE  SEARCH 


CIRCULATION  SERVICES 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FUa  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


RETENTION  TRAINING  SEMINARS 
STOPBUSTERS  •  STOPBUSTERS  PLUS 
BREAK  THRU  SERVICE 
Circulation  experts  since  1 983 
Alice  Kemper,  Michelle  Barton 
Jacqui  Tezyk,  Denise  Zagnoli 
(800)  671-1230  mpbarton@aol.com 


SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  prajects 
•Stop-saver  projects 
•Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778  ! 


YOU  SHOULD  CALL  US  LAST 
CIRCULATION  SERVICES,  INC. 

(888)  343-0470 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791 -3301 
http://wvrw.fakebrains.com 

NEWSPRINT  CONSULTANTS 

NEWSPRINT  KNOWLEDGE,  INC. 
Newsprint  Advise  and  Management 
(941)505  9721 


PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  harsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  871 03 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAaiON! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 

STA-CLIFF  ELEQRIC 

Press  Drive  System 

•Repair 

•Repower 

•Preventative  Maintenance 
•International  Capability 

(717)741-4145  24  hours 


Executive  Search  Consultants 

"Our  AsstKiatcs  are  former  newspaper  execs  w  ith  over  70  years 

experience,  call  me  for  a  confidential  discussion  of  your  needs." 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 

e-mail;  rhaas^’rhaas.cum 

Ron  Haas 
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INDUSTRY 

SERVICES 

RECRUITMENT  SERVICES 

RECRUITMENT  SERVICE  for  all  levels  of 
ihe  industry.  We  hove  qualified  clients 
seeking  good  management  positions. 
No  cost  to  you  unless  we  place  the 
client.  For  more  information  contact 
Jerry  Turner  at  Paper  People. 

E-mail  jturner@mmind.net  or 
phone  or  fax  (91 8)  542-8861 


_ TRAINING _ 

ADVERTISING  SALES  TRAINING 
Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
build  teams  that  get  resultsi 

Call  ProMax  Training 
&  Consulting,  Inc. 

(800)  898-0444 


_ TRAINING _ 

FINALLYI  AN  OFF-THE-SHELF 
CLASSIFIED  TELEPHONE 
SALES  TRAINING  PROGRAM. 
Call  MacDonald  Classified  Services 
(800)  237-9075;  (765)  742-901 2 
mcs@macdonaldclassified.com 


_ TRAINING _ 

NEWSPAPER  SALES  MAGIC 
Training  tapes  for  new  subscription 
soles.  Upbeat  series  of  4  tapes  shows 
sales  and  mon^  happening,  and  how 
to  do  it.  $195.95.  We  can  also 
manage  in-store  contracts.  American 
Reading  Association,  (888)  747-2949 


Editor  &  Pl'blisher:  Your  communication  link 
to  the  newspaper  industry  every  week  since  1884. 


HELP  WANTED 


_ ACADEMIC _ 

UNIVERSITY  OF 
NORTHERN  COLORADO 
ENDOWED  CHAIR  POSITION 

Hansen  Professor  of  Journalism  and 
Mass  Communications  (Position 
#21866),  one-year  term  position, 
potentially  renewable  for  three  years 
maximum.  Enhance  the  quality  of  jour¬ 
nalism  education  at  UNC  through  qual¬ 
ity  teaching  and  career  preparation  in 
journalism,  providing  students  the  edu¬ 
cation,  skills  and  career  preparation 
needed  by  today's  journalist.  Provide 
exceptional  inspiration  and  motivation 
for  students.  Work  directly  with  and 
serve  students  through  teaching,  career 
advising  and  mentoring.  Teach  basic 
and  advance  newswriting  courses  and 
news-editing/layout  courses.  Poten¬ 
tially,  teach  other  JMC  courses  as 
appropriate  and  needed.  Potentially, 
coordinate  and  supervise  internships. 
Department,  college  and  university  ser¬ 
vice.  Student  advising. 

REQUIRED:  professional  experience 
in  journalism,  national  or  regional 
recognition  and  reputation  as  a 
journalist,  ability  to  use  and  teach  with 
computerized  editing  and  graphics 
systems  for  publication,  and  computer- 
assisted  reporting,  and  potential  for 
successful  college  teaching  and 
supervision/coordination  of  students 
publications.  Master's  degree  pre¬ 
ferred,  Bachelor's  considered  depen¬ 
dent  on  experience  level. 

APPLICATION  MATERIALS:  1)  appli¬ 
cation  letter  stating  position  number  and 
relevant  qualifications,  2)  current  vito,  3) 
three  letters  of  recommendations,  4) 
examples  of  journalism  work,  and  5) 
official  transcripts  of  college  work.  Send 
to  Wayne  Melanson,  Chair,  Hansen 
Professor  Search  Committee,  Department 
of  Journalism  and  Mass  Communications, 
University  of  Northern  Colorado, 
Greeley,  CO  80639.  Applications  are 
currently  being  reviewed  and  will 
continue  until  position  is  filled.  UNC  is  an 
AAEO  Employer  and  is  committed  to 
fostering  diversity  in  its  student  body, 
faculty  and  staff.  AAEO  Office,  Carter 
2011. 

Whatever  course  you  have  chosen  hr 
yourself,  it  will  not  be  a  chore  but  an 
adventure  if  you  bring  it  to  a  sense  of 
the  glory  of  striving.,  .if  your  sights  are 
set  tar  above  the  merely  secure  and 
mediocre 

David  Sarrsoff 


ACADEMIC 


INSTRUCTOR  -  ONE  YEAR  APPOINT¬ 
MENT,  DEPARTMENT  OF  MASS  COM¬ 
MUNICATION  to  teach  multimedia 
production  and  media  design  courses, 
beginning  August  1999.  Requires 
Master's  degree  in  Mass  Communication 
or  related  field.  Apply  to  Dr.  Jerry 
Donnelly,  Chair,  Search  Committee, 
Department  of  Mass  Communication, 
College  of  Professional  and  Applied 
Studies,  Wells  Hall  238,  Northwest 
Missouri  State  University,  Maryville,  MO 
64468.  Provide  a  letter  of  application 
addressing  the  position,  current  resume, 
names,  addresses  and  telephone 
numbers  of  three  references,  copies  of  all 
transcripts,  and  three  letters  of  reference. 
Deadline  date  March  30,  1 999  or  until 
filled.  Northwest  is  an  Equal  Opportunity 
Employer  and  encourages  women  and 
minorities  to  apply. 


There  are  no  secrets  to  success.  It  is  the 
result  of  preparation,  hard  work,  learn¬ 
ing  from  hilure 

General  Colin  L  Powell 


_ ACCOUNTING _ 

BUSINESS  AAANAGER 

The  Times-Georgian  in  Carrollton,  GA 
needs  a  group  Business  Manager  to 
handle  all  accounting  functions  for  two 
daily  and  five  weekly  newspapers. 
Duties  include  managing  a  staff  of  six, 
monthly  financial  statements,  payrolls, 
accounts  receivable  and  collections. 
Knowledge  of  Excel  and  other  com¬ 
puter  spreadsheets  is  necessary.  Our 
newspapers  cover  all  areas  west  of 
Atlanta  to  the  Alabama  border.  Car¬ 
rollton  offers  an  excellent  lifestyle  with 
a  reasonable  cost  of  living.  You  con 
enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This 
fast  growing  area  offers  excellent 
opportunities  for  advertising  and 
circulation  growth.  We  are  part  of  the 
Paxton  Media  Group  of  25  newspa¬ 
pers  offering  excellent  pay  and  bene¬ 
fits.  Send  resume  and  salary  history  to 
Tom  Overton,  publisher.  The  Times- 
Georgian,  901  Hays  Mill  Road,  Car¬ 
rollton,  GA  30117. 


ACADEMIC 


ACADEMIC 


I  THE  MISSOURI  SCHOOL  OF  JOURNALISM 

1 

I  Our  Journalism  School  is  the  world's  first  and  the  nation's  No.  1 . 

The  Columbia  Missourian  -  a  daily  newspaper  produced  by  students 
and  edited  by  faculty  members  -  is  the  only  one  of  its  kind. 

We  have  openings  for  three  to  four  teaching  editors  on  The 
j  Missourian.  The  main  criteria?  Proven  talent  and  generous  doses  of 
!  ideas  and  energy.  Positions  will  likely  include  news  editor,  features 
i  design  editor  and  one  or  two  city  editors. 

You  might  be  someone  who  wants  to  take  a  break  from  the  industry 
and  try  a  teaching  environment.  You  might  have  an  advanced  degree 
in  mind.  Or  perhaps  you're  an  experienced  professional/academic 
who  seeks  a  permanent  position.  Depending  on  your  needs  and  ours, 
we'll  consider  a  temporary  or  long-term  commitment. 

If  you  can  help  build  an  innovative  future  on  90  years  of  excellence, 
come  join  our  team. 

Please  send  a  letter  of  application,  your  curriculum  vitae  and  names, 
addresses  and  phone  number  of  three  references  to: 

Professor  Judy  Bolch 
Missouri  School  of  Journalism 
312  Lee  Hills  Hall 
Columbia,  MO  65211 
Deadline  is  March  31, 1999 
AA/EOE 

Should  any  accommodations  be  necessary,  please  call  (573)  882- 
7976.  TTY  users,  please  us  the  Relay  Missouri  Number,  (800)  RELAY 
MO  (735-2966). 


_ ADMINISTRATIVE _ 

i  AWARD-WINNING  COMMUNICA- 
j  TIONS  design  firm  in  Long  Beach,  CA 
I  (125  employees)  seeks  Human 
I  Resource  Generalist  to  run  1 -person 
department.  Must  be  SPHR  certified, 
computer  savvy,  creative,  and  flexible. 
Excellent  benefits,  great  environment! 
Salary  negotiable.  Fax  resume  and 
salary  requirements  to  (562)  491- 
5225,  attn.  HR. 


GENERAL  MANAGER  NEEDED  for 
small  Massachusetts  daily.  Strong  back¬ 
ground  in  news  and  community  jour¬ 
nalism  required.  Salary  in  $50,000 
range  with  good  benefits.  Reply  to  Box 
08767,  Editor  &  Publisher. 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

THE  TIMES-NEWS,  a  24,000-seven 
day  morning  daily  newspaper  serving 
Southern  Idaho,  is  looking  for  an 
I  advertising  director  to  lead  its  40- 
[  person  department  of  advertising, 
classified  and  design  service.  The  posi- 
j  tion  is  open  for  the  first  time  in  a 
I  decade,  due  to  a  promotion  of  the 
I  present  advertising  director  to  a  pub- 
I  lisher  position. 

!  Applicants  should  possess  appropriate 
formal  college  education;  extensive 
experience  in  newspaper  advertising 
and  marketing;  a  strong  understanding 
of  small  business  economics;  an 
appreciation  of  the  growth  and  busi¬ 
ness  opportunities  in  smaller  com¬ 
munities;  and  experience  in  negotiation 
j  of  major  regional  and  national  odvertis- 
1  ing  accounts. 

I  Top  candidates  will  have  demonstrated 
sales  abilities  and  a  record  of  revenue 
increases;  o  commitment  to  advertising 
integrity  and  ethics;  the  ability  to  teach 
others  through  example;  and  the 
capability  to  lead  all  aspects  of  a  mod¬ 
ern  newspaper  advertising  department. 
Salary  and  bonus  incentive  bosed  on 
experience  and  performance. 

THE  TIMES-NEWS  is  part  of  the 
Howard  Publications  group.  We  offer 
a  competitive  benefits  package,  includ¬ 
ing  health  care  and  a  401  (k)  plan. 

Twin  Falls  is  a  clean,  safe  Intermoun¬ 
tain  city  in  south-central  Idaho,  close  to 
I  abundant  opportunities  for  outdoor 
recreation. 

Send  resume  and  cover  letter  to  Mary 
Karren,  human  resources  coordinator. 
The  Times-News,  P.O.  Box  548,  Twin 
Falls,  ID,  89909,  or  E-mail  to: 

mary  k@magicvalley.  com 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 

Join  our  progressive,  team  oriented 
organization.  The  Mail  Tribune,  a 
28,000  daily  and  32,000  Sunday 
morning  newspaper  in  a  high-growth 
market,  seeks  an  experienced  Advertising 
Sales  Manager  to  fill  a  key  leadership 
role.  Responsible  for  managing  the  doily 
functions  of  the  outside  soles  division. 
Primary  emphasis  is  on  coaching  and 
developing  o  soles  team.  Results  oriented. 
Experience  working  within  o  competitive 
nrarket.  Requirements  include  a  minimum 
of  two  years  sales,  marketing  and 
management  experience.  Proven  exper¬ 
tise  in  advertiser  acquisition/retention. 
Strong  leadership,  communication,  orga¬ 
nization  and  analytical  skills  are  essential . 
We  offer  a  competitive  salary  and 
comprehensive  benefits  program. 
Interested  candidates  should  send  o 
resume,  including  salary  requirements 
to  Mail  Tribune,  P.O.  Box  1 1 08,  Med¬ 
ford,  OR  97501 ,  attention  Teresa  Kepl- 
inger,  advertising  director. 

Fax  (541 1776-4369 


ADVERTISING 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
The  Monitor,  o  Freedom  newspaper 
located  in  McAllen,  Texas  has  an 
immediate  opening  for  a  dynamic, 
energetic  advertising  professional  to 
lead  a  sales  team  of  32  into  the  millen¬ 
nium.  Responsibilities  include  man¬ 
agement  of  classified,  display,  national 
and  Internet  sales  departments  of  o 
50,000  daily.  Qualified  candidates 
must  hove  a  proven  soles  management 
background  with  experience  in  local 
and  national  newspaper  sales.  Appli¬ 
cants  should  have  an  interest  in,  or 
demonstrated  ability  to  understand 
diverse  communities,  especially  pre¬ 
dominately  Hispanic  markets.  A  mini¬ 
mum  of  five  years  daily  newspaper 
experience  and  a  college  degree  or 
eguivalent  work  experience  required. 
Bilingual  a  plus.  We  offer  a  com¬ 
petitive  compensation  package  includ¬ 
ing  medical,  dental,  life  and  401  (k). 
Please  send  your  resume  and  salary 
requirements  to  Layne  Reddell,  human 
resources  manager.  The  Monitor,  1101 
Ash  Avenue,  McAllen,  TX  78501,  fax 
to  (956)  971 -1821  or  E-mail: 

lrecldell@link.freedom.com 
We  ore  an  equal  opportunity  employer 


ADVERTISING 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR  -  Small,  pri¬ 
vately-owned  daily  newspaper  com¬ 
pany  in  northern  New  England  seeks 
marketing  executive  to  lead  a  mature 
staff.  Write  to  Box  08761,  Editor  & 
Publisher. 


ADVERTISING  DIREaOR 

Are  you  committed  to  local  community 
newspapers,  and  the  role  they  play  in 
their  communities?  If  so,  we  have  an 
outstanding  opportunity  for  you! 

Gateway  Publications,  Pittsburgh,  PA  is 
looking  for  a  dynamic  advertising 
director,  able  to  lead  our  1 5  weekly  com¬ 
munity  newspapers  into  the  new  millen¬ 
nium.  We  are  looking  for  an  experi¬ 
enced  “hands  on"  manager  to  lead  by 
example,  motivate  and  drive  profitable 
revenue  for  these  award  winning  com¬ 
munity  newspapers. 

Suburban  community  newspaper  expe¬ 
rience  is  preferred,  but  not  mandatory 
for  this  position.  Must  be  able  to 
motivate  a  total  advertising  staff  of  21 , 
i  including  retail  display  and  classified. 

I  Ideal  candidate  will  be  detail  oriented 
with  outstanding  verbal  and  written 
I  communication  skills. 

Attractive  compensation  and  benefits 
package,  including  competitive  salary 
and  bonus  structure. 

Moil  or  fax  resume  to: 

Gateway  Publications 
Larry  L.  Dorschner,  publisher 
610  Beatty  Rood 
Monroeville,  PA  1 51 46 
Fax  (41 2)  856-7954 


ADVERTISING  REPRESENTATIVE 
EUROPE  Magazine,  published  by  the 
European  Commission,  seeks  on  inde¬ 
pendent  contractor  with  interest  in  Euro¬ 
pean  affairs  to  sell  notional  accounts. 

Fax  resume  to  (41 0)  897-0298 


ADVERTISING  SALES  MANAGER 
The  Express-Times  (Southeastern  PA),  a 
48,OO0  circulation  daily  newspaper, 
has  an  immediate  opening  for  on 
Advertising  Soles  Manager.  Position 
oversees  on  outside  classified  staff  of  6 
for  the  daily  and  a  staff  of  7  for  o 
direct  mailed  community  weekly  with  a 
circulation  of  1 7,000. 

Ideal  candidate  will  have  a  4-year 
degree  in  advertising/marketing  or 
related  field  coupled  with  newspaper 
sales  and/or  sales  management  expe¬ 
rience.  The  right  individual  will  also  be 
a  quality,  conscientious,  extraordinary 
sales  leader  who  can  train,  motivate 
and  innovate. 

In  return,  we  offer  excellent  salary, 
aggressive  incentive  plan  and  complete 
benefits  package  in  a  fast-growing 
market  that  provides  for  unlimited 
personal  and  professional  growth. 

If  you  posses  the  right  skills,  a  positive 
attitude  and  thrive  in  a  fast  paced,  com¬ 
petitive  environment,  mail  or  fax  your 
resume,  cover  letter,  references  and 
salary  requirements  to  The  Express- 
Times,  Attn:  Mark  French,  advertising 
director,  30  North  4th  Street,  Easton, 
PA  1 8044-0391 .  Fax  (610)  258-0988 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER  - 
Independent  group  of  poid  community 
weeklies  in  upscale  New  York  suburbs 
seeks  enthusiastic  leader  to  energize 
our  sales  team.  Hire,  train,  motivate 
and  SELL.  You  must  have  proven  ability 
to  make  us  stand  out  from  the  crowd! 
Top  salary,  401  (k)  and  MBOs.  Send 
resume,  salary  history  to  Box  08769, 
Editor  &  Publisher. _ 

CLASSIFIED  ADVERTISING  MANAGER 

j  Sioux  Falls  is  the  fastest  growing  city  in 
the  upper  Midwest  and  is  consistently 
rankra  as  one  of  America's  most  liva¬ 
ble  cities.  Sioux  Falls  is  an  attractive 
relocation  market  for  both  families  and 
businesses.  In  recent  years,  companies 
such  as  Citibank  and  Gateway  have 
established  major  centers  in  Sioux  Foils 
because  of  its  outstanding  guality  of 
life  and  business  climate.  Job  growth 
has  increased  5.5  percent  in  the  past 
two  years.  Household  growth  continues 
above  2  percent  onnually  and  taxable 
sales  have  increased  80  percent  in  the 
past  six  years. 

The  Argus  Leader  is  looking  for  a 
classified  advertising  manager  to  direct 
the  newspaper's  classified  department. 
If  you  have  three  to  five  years  classified 
experience,  prior  management  experi- 
I  ence  and  top-notch  sales  and  motiva- 
I  tional  skills,  we'd  like  to  talk  with  you. 

The  Argus  Leader  is  the  largest  daily 
:  newspaper  in  South  Dakota.  We  offer 
advancement  opportunities  at  the 
newspaper  as  well  as  with  Gannett 
!  Ca.,  Inc.  Send  resume  to  Argus  Leader, 

I  P.O.  Box  5034,  Sioux  Falls,  SD 
I  571 17-5034,  Fax:  (605)  331 -2279. 

!  pcurtis@argusleader.com 

I  An  Equal  Opportunity  Employer 


j  CLASSIFIED  REAL  ESTATE  MANAGER 

1  The  Courier-Journal,  one  of  the  coun¬ 
try's  leading  newspapers  in  a  top  50 
DMA,  is  looking  for  a  dynamic  proven 
soles  professional.  This  position  will 
I  supervise  inside  and  outside  real  estate 
sales  and  support  staff  in  a  fast  paced 
atmosphere.  The  ability  to  lead, 
motivate  and  manage  sales  strategies 
are  essential.  Classified  real  estate 
management  experience,  knowledge  of 
niche  products  and  online  applications 
are  also  important.  If  you  are  a  career 
minded,  high  energy  individual  that 
can  deliver  results,  we'd  like  to  hear 
from  you.  Please  send  your  resume 
with  o  cover  letter  and  salary  history 
j  to,  Trevor  Collins,  assistant  classified 
manager.  The  Courier-Journal,  P.O. 
Box  740031,  Louisville,  KY  40201- 
7431 .  Fax  (502)  582-41 61 .  E-mail: 

tcollins@louisvil.gannett.com 
The  Courier-Journal,  a  Gannett  news¬ 
paper,  is  an  equal  opportunity  employer 
who  recognizes  and  appreciates  the 
benefits  of  diversity  in  the  workplace. 

RETAIL  AD  MANAGER  sought  by  daily 
40,000-circulation  newspaper.  Must 
be  able  to  train,  motivate,  and  lead  our 
retail  soles  staff  to  the  highest  market 
shore  possible.  Strong  marketing  skills 
a  plus.  Please  send  your  resume  ond 
cover  letter  telling  us  about  yourself 
and  your  accomplishments.  Reply  in  con¬ 
fidence  to  Advertising  Director,  Gaston 
Gazette,  P.O.  Box  1538,  Gastonia, 
NC  28053. 

www.mediainfo.com 
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The  Chicago  Sun-TImas  is  one  of  the  nation’s 
most  authoritative  newspaper  voices. 

Sun>Tim«*  writera  have  earned  a  total  of  8  Pulitzer 
prizaa.  1.7  million  people  raad  the  Sun>Tlmaa  every  day. 
making  it  the  most  wideV  lead  newspaper  in  tho  Chicago  aiea  in  readership  last 
year  alone.  Alter  decades  ol  editorial  leadership  and  market  dominance,  the  Chicago 
Sun-Times  has  emerged  as  one  ot  America’s  most  successful  brands.  Now.  as  we 
enter  a  new  millennium,  we  seek  a  Major  Accounts  Manager  capable  of  developing 
our  key  accounts  division. 

Major  Accounts  Manager 

Reporting  to  the  Vice-President  ol  Sales  and  Marketing,  you  will  lead  a  team  of  sales 
professionals  in  this  key  role  at  the  Chicago  Sun-Tknes.  You  will  plan  and  execute 
highly  successful  sales  campaigns  against  multi-market  and  major  retail  advertisers 
and  their  agencies  Through  effective  communication,  strategic  business  planning, 
sound  pricing  philosophies,  superior  sales  strategies  and  efficient  monitoring  of  key 
business  indicators,  you  will  consistently  realize  aggressive  growth  and  levenue  objec¬ 
tives.  A  strong  background  in  marketing  and  sales  disciplines  and  a  thorough  under¬ 
standing  of  media  practices  and  the  account  planning  process  will  allow  you  to  identity 
client  and  category  revenue  opportunities.  Your  strong  negotiation  sklle,  business 
analysis,  budget  management  and  product  development  abilities  wHI  provide  you  with 
the  means  to  achieve  specific  and  measurable  business  objectives 

The  Chicago  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent  benefits 
and  an  environment  that  encourages  and  rewards  vision  and  initiative.  If  you  are 
interested  In  joining  the  eighth  largest  newspaper  in  the  United  Slates  and  part  of 
Hoflinget  International,  one  ot  the  fastest  growing  newspaper  companies  in  North 
America,  send  your  cover  letter  and  resume  to: 

Eve  Minogue  •  Chicago  Sun-Times  •  401  N.  Wabash,  Ste.  315 
Chicago.  IL  60611  •  or  Fax  (312)  321-  2920 
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HELP  WANTED 


_ ADVERTISING _ 

DIREaOR  OF  SALES 

Looking  for  EXHILARATION... 

Then  don't  let  this  opportunity  pass  you 
by!  We  have  been  #1  for  over  28 
years  -  and  this  is  just  the  beginning  - 
we  plan  to  stay  ahead  of  our  Industry! 

GREENSHEET  is  seeking  an  excellent 
communicator  with  proven  sales  lead¬ 
ership  to  join  our  growing  and  exciting 
company. 

You  will  have  primary  responsibility  for 
planning  and  implementing  sales  and 
marketing  strategies,  and  developing 
people.  This  position  interacts  with  all 
levels  within  the  organization.  We 
reguire  4-6  years  sales  experience  with 
at  least  2  years  experience  overseeing 
sales  managers.  Training  and  market¬ 
ing  background  a  plus. 

We  offer  a  competitive  salary  and 
benefits  package.  Fax/mail/E-mail/ 
resume  with  salary  requirements  to  - 
DOS,  P.O.  Box  1379,  Houston,  TX 
77251.  Fax  (71 3)  371-3541. 

E-mail  recruitl@neosoft.com 

Can  you  feel  the  EXHILARATION... 

EOE 

Drug/Background  Checks 

NATIONAL  SALES  MANAGER 

This  is  a  highly  visible  position  for  a 
soles  professional  with  a  minimum  of 
five  years  experience  selling  National 
accounts  in  the  Airlines,  Cruise, 
Telecommunications,  Pharmaceutical 
categories. 

The  Journal  News  is  looking  for  the 
right  person  to  supervise,  train  and 
motivate  national  sales  staff,  develop 
sales  plan  strategies  and  supervise 
target  accounts.  The  successful  candi¬ 
date  should  have  experience  in  setting 
goals,  researching  competitive  media, 
developing  travel  budgets  and  working 
with  rep  firms  including  the  NNN.  He/ 
she  will  also  be  responsible  for  increas¬ 
ing  advertising  inches  and  revenue. 

The  Journal  News  offers  competitive 
salaries  and  generous  benefits  includ¬ 
ing  pension  and  401  (k)  plans.  We 
maintain  policies  and  practices  that 
reflect  work/life  balance.  In  fact  for  the 
twelfth  consecutive  year.  Working 
Mother  magazine  has  named  Gannett 
one  of  the  100  best  companies  for 
working  mothers.  We  value  diversity  in 
our  work  force  and  encourage  those  of 
diverse  backgrounds  and  those  who 
share  this  value  to  apply. 

The  Journal  News  maintains  a  safe, 
drug  free  work  place  and  pre¬ 
employment  drug  testing  is  required. 

For  consideration,  please  forward 
cover  letter  and  resume  to: 

The  Journal  News 
c/oM.  Kervick 
One  Gannett  Drive 
White  Plains,  NY  1 0604 
Fox:  (914)696-8174 


_ ADVERTISING _ 

MAJORS/NATIONAL 
ADVERTISING  MANAGER 

!  The  Louisville  Courier- Journal,  one  of 
I  the  country's  leading  newspapers  in  a 
I  top  50  DMA,  is  looking  for  a  key 
j  executive  to  complement  the  Advertis- 
I  ing  Management  team. 

j  We  enjoy  extremely  high  penetration, 
both  daily  and  Sunday,  and  deliver 
I  results  far  Major  and  National 
I  advertisers  in  both  traditional  and  non- 
I  traditional  segments.  Working  closely 
I  with  our  major  advertisers  and 
;  National  Representatives  from  News- 
i  papers  First,  Inc.,  we  are  develaping 
i  creative  ideas  to  ensure  growth  in  the 
j  national  advertising  sector,  for  the  next 
j  millennium. 

If  you  are  a  career-minded,  high 
energy,  creative  individual  who 
expects  results. ..we'd  like  to  talk  with 
j  you  -  soon! 

J  The  successful  candidate  will  have 
j  strong  marketing  presentation  skills 
i  and  a  strategic  approach  to  working 
with  agencies,  notional  and  regional 
corporate  structures.  Basic  require¬ 
ments  include  -  B.A.  or  four  year 
degree,  solid  computer  and  math  skills, 
i  and  above  average  verbal  and  written 
t  communication  skills.  Marketing  expe¬ 
rience  in  print  media  is  preferred.  This 
position  offers  a  competitive  salary  com¬ 
mensurate  with  experience,  bonus 
:  program,  full  benefit  package  and  the 
opportunity  to  live  in  a  metropolitan  com- 
!  munity  that  offers  quality  of  life  in  a 
i  scenic  setting. 

^  Please  fax  or  E-mail  your  resume  along 
;  with  a  cover  letter  detailing  qualifica- 
j  tions,  personal  strengths  and  successes 
as  well  as  salary  expectations  to: 

Bill  Sabo 

Display  Advertising  Director 
The  Courier- Journal 
P.O.  Box  740031 
Louisville,  KY  40201 -7431 

1  Phone  (502)  582-71 00 

Fax  (502)  582-4760 
E-mail:  wsabo@louisv02.gannett.com 

The  Courier- Journal,  a  Gannett  News¬ 
paper,  is  an  equal  opportunity  employer 
;  who  recognizes  and  appreciates  the 
I  benefitsof  diversity  in  the  workplace. 

j  RETAIL  ADVERTISING  MANAGER  for 
I  award-winning,  1 3,000  circulation, 

I  seven-day  newspaper  in  beautiful 
I  nationally-recogniz^  tourism  town. 

I  Responsible  for  managing  five  sales 
people,  planning  all  retail  promotions. 

I  Must  be  creative,  dynamic  leader  and 
j  people  person,  a  good  team  member, 

1  with  extensive  newspaper  advertising 
sales  experience.  Excellent  salary  and 
j  benefits,  opportunity  for  advancement 
j  with  Boone  Newspapers,  Inc.  Call 
Todd  Carpenter,  The  Natchez 
(Mississippi)  Democrat,  (601)  446 
5172,  Ext.  218.  Fax  resumes  to  (601) 
442-731 5  or  E-mail: 
i  lcarpenter@na1chezdemocrat.com 


_ ADVERTISING _ 

I  RETAIL  ADVERTISING  MANAGER 

We  have  an  opportunity  for  a  highly 
[  motivated  sales  professional  with  pro- 
I  ven  ability  to  generate  incremental 
j  revenue  fram  existing  accounts  as  well 
I  as  develop  new  business.  You  will  be 
I  responsible  for  the  management  and 
I  development  of  a  diverse  number  of 
i  retail,  regional  and  national 
j  categories.  This  position  requires 
I  strong  written  and  aral  communication 
skills  and  fully  developed  planning  and 
organizational  skills. 

Applicants  should  possess  appropriate 
formal  college  education;  extensive 
I  experience  in  newspaper  advertising 
I  and  marketing;  a  strong  understanding 
j  af  small  business  economics;  an 
I  appreciation  of  the  growth  and  busi¬ 
ness  opportunities  in  smaller  com¬ 
munities  and  experience  in  negotiation 
of  major,  regional  and  national 
'  advertising  accounts. 

'  Top  candidates  will  have  demonstrated 
,  sales  abilities  and  a  record  of  revenue 
I  increases;  the  ability  to  teach  others 
i  through  example  and  the  capability  to 
lead  all  aspects  of  a  modern  newspa- 
i  per  advertising  department.  Salary  and 
bonus  Incentive  plan  based  on  experi- 
i  ence  and  performance. 

South  Jersey  Newspapers  ispart  af  the 
MediaNews  Group.  We  offer  a  com¬ 
petitive  benefits  package,  including 
health  care  and  401  (k)  plan. 

I  No  phone  calls,  please 

Send  resume  and  cover  letter  to: 

Jim  DeFillipo 

Vice  President/ Advertising 
I  309  Broad  Street 

Woodbury,  NJ  08096 
Fax  (609)  845-681 4 

ADMINISTRATIVE 


_ ADVERTISING _ 

THE  HARTFORD  COURANT,  a  Pulitzer 
Prize  200,000-(-  daily  and  300,000-1- 
Sunday  circulation  newspaper,  seeks  a 
dynamic  ADVERTISING  DIRECTOR  to 
lead  our  Advertising  department, 
which  includes  general  advertising, 
classified,  regional  and  event  market¬ 
ing  sales.  This  strategic  executive  role 
will  manage  advertising  revenue  and 
department  operations,  champion  the 
development  of  print,  on-line  and 
direct  mail  product  development  and 
sales,  steadily  grow  advertising  market 
share,  and  provide  key  leadership  to 
the  newspaper. 

Qualifications  include  in-depth  knowl¬ 
edge  of  newspaper  advertising,  exten¬ 
sive  management  experience,  prov¬ 
en  ability  to  lead  in  a  competitive 
market,  strong  budget  and  expense 
management  ability  and  superb  lead¬ 
ership  and  interpersonal  skills. 

The  Hortford  Courant  offers  a  com¬ 
petitive  salary  with  an  incentive  pro¬ 
gram  and  a  comprehensive  benefits 
package.  Interested  candidates  should 
send  resume,  with  salary  requirements, 
to: 

Vivian  Chow 

VP  Organizational  Development  and 
Chief  Diversity  Officer 
The  Hartford  Courant 
285  Brood  Street 
Hartford,  006115 
E-mail:  chow@courant.com 
Fox:  I860)  241-3863 

The  Hartford  Courant  is  an  Equal 
Opportunity  Employer  Committed  to 
Workforce  Diversity. 

ADMINISTRATIVE 


MEDIATT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments; 

■  Circulation  Director  -  Eastern  daily  in  the  40,(XX)  to 
60, (XX)  circulation  range;  stntng  sales  skills  needed.  $8()k. 

■  Advertising  Director  -  Ind.  daily  of  30,0(X)  circulation 
in  Pennsylvania;  stable  career  backgntund. 

■  Advertising  Director  -  Small  daily  in  So.  Minnesota; 
successful  candidate  could  become  publisher  in 
future.  $5()k. 

■  Classified  Advertising  Mam^^  -  Midwest  daily  of 
30, (XX)  circulation;  .supervises  department  of  12. 

Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963.9300  ■  mm2@stametinc.com  ■  fax  847.934.6607 
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_ ADVERTISING _ 

REGIONAL  SALES  AMNAGER 
Keister-Williams  Newspaper  Services 
is  contracfed  by  newspaper  to  main¬ 
tain  ads  on  their  weekly  church  pages. 
Accounts  furnished;  develop  new 
accounts.  Require  newspaper  experi¬ 
ence,  ad  sales,  and  travel.  Salary  plus 
expense  allowance,  bonus.  Full  and 
Part  time  positions,  especially  Mid- 
West  Area.  FAX  resume  to  (804)  293- 
4884. _ 

SALES  MANAGER  needed  to  take 
talented,  aggressive  sales  staff  to  the 
next  level  in  Cheyenne,  Wyoming.  Top 
candidate  must  possess  ability  to 
coach,  excel  in  increasing  sales  talent, 
be  instrumental  in  carrying  out  com¬ 
mission  and  incentive  plans,  as  well  as 
being  proactive  in  new  and  non- 
traditional  product  introductions.  Can¬ 
didate  must  be  able  to  see  big  picture 
and  maximize  performance  of  a  team 
oriented  sales  department.  Right  can¬ 
didate  will  have  compensation  in  mid 
40's  to  start.  Send  resume,  salary  his¬ 
tory,  and  references  to  Scott  Walker, 
VP  Marketing  and  Operations,  Wyo¬ 
ming  Tribune-Eagle,  702  West  Lin¬ 
colnway,  Cheyenne,  WY  82001  or: 

E-mail  scott@wyomingnews.com 

SMART,  SOPHISTICATED  FORTNIGHTLY 
in  Salt  Lake  City  (yes,  you've  heard  of  us 
lately)  seeks  an  advertising  director.  At 
this  privately  owned  newspaper  you  will 
oversee  5  person  sales  staff  and  set  sales 
strategy.  Are  you  creative,  entrepre¬ 
neurial?  Let's  talk.  Prefer  candidate 
with  5-plus  years  experience.  We  offer 
an  attractive  base  salary,  plus  incentive 
program  and  benefits.  Fax  (801 )  355- 
4999  or  E-mail: 

(brooke@slcobserver.com) 
resume,  cover  letter,  salary  history  to 
Brooke  Adams,  president. 


_ ADVERTISING _ 

SALES  REPRESENTATIVE 

The  Sun-Sentinel,  a  major  South  Flor¬ 
ida  newspaper  with  a  daily  circulation 
!  of  274,000  (Sunday  391,000)  and  a 
i  division  of  the  Tribune  Company  is 
i  seeking  a  Sales  Representative  in  our 
j  Category  Soles  area.  This  challenging 
t  position  will  be  responsible  for  existing 
I  accounts  and  developing  new  business 
I  in  the  Consumer  Electronics/ Appliances, 

I  Home  Improvement  and  Home  Accessory 
j  categories. 

■  The  Sun-Sentinel  is  a  large  multi-media 
company  that  offers  excellent  opportu- 
[  nities  to  advance.  We  are  owned  by 
the  Tribune  Company,  ranked  first 
j  among  industry  peers  in  Fortune  mag- 
;  azine  for  1 997  -  1 998  list  of  Amer- 
I  ica's  most  admired  companies. 

;  The  ideal  candidate  will  be  able  to 
I  plan,  prepare  and  present  major 
j  advertising  sales  proposals  and  have 
!  in-depth  knowledge  of  all  Sun-Sentinel 
and  Tribune  products  with  o  strong 
i  emphasis  on  preprints,  TMC,  databose 
marketing,  direct  mail,  interactive  and 
ROP.  Must  have  excellent  communica- 
tian  and  customer  relations  skills,  as 
well  os  strong  negotiation,  analytical 
and  computer  skills.  Ability  to  build 
and  sell  creative  advertising  packages 
required. 

The  Sun-Sentinel  offers  o  competitive 
^  salary  and  comprehensive  benefits 
package.  To  apply  send  your  resume, 
including  salary  requirements  to  M. 
Callahan,  Sun-Sentinel,  333  S.W.  12 
I  Avenue,  Deerfield  Beach,  FL  33442.  If 
1  you  prefer  you  may  E-mail  this  informa- 
I  tion  to  mcallahan@tribune.com 
I  The  Sun-Sentinel  values  diversity  and 
encourages  those  who  share  our  vision 
to  apply.  EOE.  Sun-Sentinel  supports  a 
I  drug-free,  smoke-free  work  environ¬ 
ment. 


_ ADVERTISING _ 

THE  DICKINSON  PRESS,  one  of  the 
best  community  newspapers  in  the 
upper  Midwest,  is  searching  for  o 
dynamic  advertising  manager  to  lead 
a  five  person  department.  This  position 
requires  on  enthusiastic  advertising  pro¬ 
fessional  preferably  with  management 
experience.  Please  send  resume  and  com¬ 
pensation  expectations  to  Peter  Rogers, 
publisher,  P.O.  Box  1367,  Dickinson, 
ND  58601. _ 

!  _ CIRCULATION _ 

1  CIRCULATION  DIRECTOR  -  An  oppor- 
I  tunity  to  move  into  departmental  lead- 
.  ership  at  a  privately  held  daily  news- 
j  paper  located  in  Zone  1 .  Must 
j  demonstrate  leadership,  sales  ability 
!  and  marketing  philosophy.  Write  Box 
!  08762,  Editor  &  Publisher. 

j 

j  CIRCULATION  DIREQOR 
:  Great  opportunity  for  an  experienced 
^  circulation  director  who  understands 
marketing.  Proven  record  in  growing 
home  delivery  and  single  copy 
necessary.  Must  be  able  to  motivate 
and  train  staff,  have  a  good  knowl¬ 
edge  of  budgeting,  and  the  desire  to 
meet  goals.  Excellent  salary,  bonus 
and  benefits  package.  Major  newspa- 
I  per  company,  great  Northeast  loca¬ 
tion.  Send  resume  to  John  Shields,  The 
Herald  News,  207  Pocasset  Street,  Fall 
River,  MA  02722. _ 


CIRCULATION  DIREaOR 

!  East  Coast  metro  paper  in  major  com- 
i  petitive  market  seeks  circulation 
I  director  with  outstanding  track  record 
j  in  circulation  sales  growth.  Experience 
j  in  competitive  markets  and  leadership 
in  big-city  circulation  operations  pre¬ 
ferred.  We  want  a  scrapper  with 
plenty  of  solid  ideas,  and  the  ability  to 
motivate  a  large  staff  to  achieve  them. 
Outstandir^  salary  and  benefits.  Reply 
to  Box  087^,  Editor  &  Publisher. _ 

CIRCULATION  DIREQOR 


i _ CIRCULATION _ 

CIRCULATION  MANAGER 
The  South  County  Journal,  a  23,000 
circulation  newspaper  located  in  sub¬ 
urban  Seattle,  is  seeking  an  energetic 
sales  oriented  Circulation  Manager 
who  can  prosper  in  a  fast  growing 
j  highly  competitive  market.  Ideal  candi¬ 
date  will  have  a  minimum  of  3  years 
circulation  management  experience  in 
a  small  to  midsize  newspaper  with  a 
j  strong  background  in  sales  and 
!  customer  service.  We  offer  a  com- 
!  petitive  salary  and  bonus  plan  with 
excellent  benefits  including  a  401  (k). 
Please  send  your  resume  and  cover  let¬ 
ter  to: 

HORVITZ  NEWSPAPERS 
P.O.  Box  901 30 
Bellevue,  WA  98009-9230 
Attn.  JT 

Equal  Opportunity  Employer 

CIRCULATION  MANAGER 

The  Racine  Journal  Times  is  seeking  a 
Circulation  Manager  who  is  interested 
in  building  an  outstanding  sales  and 
>  distribution  organization.  Position 
;  requires  a  dynamic  leader  who  loves 
I  innovation,  change,  and  quality 
customer  service.  Carrier  marketing  and 
retention,  staff  training,  and  audience 
development  are  top  priorities.  Circ¬ 
ulation  Manager  supervises  home 
delivery,  single  copy  sales,  NIE,  and 
customer  service  department.  Works 
closely  with  Promotion  Coordinator  and 
Database  Marketing  Manager  to  develop 
targeted  sales  campaigns.  Reports  to  the 
Publisher  and  is  part  of  the  newspaper 
Planning  Team.  Interested  applicants 
should  be  well  schooled  in  professional 
manage-  ment,  have  at  least  mid-level 
computer  skills,  and  be  ready  to  build  a 
quality  Circulation  Department.  Apply  to 
Human  Resources,  212  4th  Street, 

[  Racine,  Wl  53403. 


CIRCULATION  SALES  & 
MARKETING  MANAGER 


ADMINISTRATIVE 


ADMINISTRATIVE 


COME  WORK  WITH  US! 

We  are  seeking  a  Telemarketing  Manager  to  manage  our  in-house 
telemarketing  department.  This  position  will  develop  sales  scripts  for 
targeted  sales  campaigns  including  the  design  of  sales  strategies  to 
acquire  new  customers.  Will  direct  and  coordinate  sales  efforts  to  the 
outside  sales  contractors  and  provide  on-going  sales  training  to  staff 
including  developing  sales  department  budget  and  managing  expenses. 
Candidate  must  have  a  college  degree  with  a  concentration  in 
marketing  preferred;  3-5  years  of  managing  a  telemarketing  operation 
(including  expetience  with  an  automatic  predictive  dialing  system); 
technical  skills  related  to  operating  a  predictive  dialer;  experience  in  direa 
marketing  databases;  and  strong  knowledge  of  Microsoft  Excel  and 
Access.  Candidate  should  also  have  strong  interpersonal,  motivational, 
ttaining  and  management  skills.  We  offer  a  competitive  compensation. 

For  immediate  consideration  please  mail  or  FAX  your  resume 
indicating  .salary  requirements  to: 

Natalie  Robinson  -JA 
150  River  Street,  Hackensack,  NJ  07601 
FAX  (20 1)646-4782 

We  appreciate  your  interest,  Isut  will  only  contact  those  individuals  we  plan  to 
interview.  F.EO  F.mployer 


I 


This  community  newspaper  in  Zone  1 
is  looking  for  a  hard-working  circula¬ 
tion  professional  with  a  focus  on  staff- 
development  and  marketing  savvy  to 
provide  the  leadership  needed  to  drive 
circulation  growth.  The  ideal  candidate 
has  a  proven  ability  to  manage  service 
levels,  improve  receivables  and  develop 
a  strong  single  copy  presence  to  build 
circulation. 

If  you  are  ready  to  take  your  career  to 
a  new  level,  have  a  minimum  of  five 
years  circulation  management  experi¬ 
ence  and  wish  to  join  an  organization 
that  will  challenge  you  to  your  full 
potential,  this  may  be  the  right  job  for 
you. 

We  provide  an  exceptional  starting 
salary  and  benefits  package  with 
unlimited  growth  potential.  Reply  in  con¬ 
fidence  to  Box  08753,  Editor  &  Pub¬ 
lisher. 


CIRCULATION/MARKETING 
SALES  MANAGER 

International  newspaper/magazine 
distribution  company,  located  near  San 
Francisco  International  Airport,  seeks 
experienced  individual  to  run  its  single¬ 
copy  operation.  Specific  experience, 
communication,  organizational,  sales 
skills  essential. 

For  this  challenging  position  please  fax 
your  resume  listing  specific  job  experi¬ 
ence  ond  salary  requirements  to: 

(650)  583-1088 


We  are  expanding  and  seeking  an 
individual  to  direct  our  circulation  sales 
and  marketing  efforts  in  a  highly  com¬ 
petitive  market  along  the  Atlantic  Coast 
of  South  Florida.  The  ideal  candidate 
will  have  strong  organizational  and 
communication  skills  and  a  college 
degree.  Graphic  arts  design  skills  and 
Macintosh  operating  system  experience 
required.  This  person  will  work  closely 
with  department  managers  to  develop 
promotions  and  targeted  initiatives  in 
an  effort  to  increase  readership  of 
Scripps  Treasure  Coast  Publications 
which  includes  the  Stuart  News  and 
Vero  Beach  Press  Journal.  We  offer  a 
professional  and  stimulating  work 
environment  and  competitive  com¬ 
pensation  and  benefits.  Please  forward 
your  resume  and  salary  requirements 
to  The  Stuart  News,  Attn:  Circulation 
Director,  P.O.  Box  9009,  Stuart,  FL 
34995,  or  FAX  (561)  221 -41 70. 

EOE  DFWP 


SINGLE  COPY  SALES  MANAGER 

Award-winning  Zone  2,  pushing 
58,000-f  am  daily  in  exciting  market, 
is  seeking  aggressive,  hands-on 
shirtsleeves  single  copy  soles  manager 
whose  passion  is  aggressive  sales  pro¬ 
motions  and  high  level  customer  ser¬ 
vice.  Send  cover  letter,  salary  history 
and  references  to  Box  08771 ,  Editor  & 
Publisher. 
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HELP  WANTED 


CIRCULATION 


HOME  DEUVERY  MANAGER 


SALES  AND  MARKETING 
REPRESENTATIVE 


Territories  Available: 


FAX  your  ad  to 
212  4929  41259 


www.mediainfo.com 


CIRCULATION 


MOTIVATED,  TAKE-CHARGE  individ¬ 
uals  needed  to  wark  Full-time  as  district 
managers  in  our  home  delivery 
department. 


The  Stuart  News,  a  Scripps  Howard 
Treasure  Coast  publication,  is  seeking 
a  service-oriented  home  delivery  man¬ 
ager  for  a  fast-growing,  highly  com¬ 
petitive  market  along  the  Atlantic  Coast 
of  South  Florida.  The  ideal  candidate 
will  have  superior  organizational, 
communication  and  team-building 
skills  with  at  least  3  years  of  circulation 
management  experience.  This  person 
will  direct  a  multi-publication  (office 
pay)  operation  utilizing  an  all-adult  car¬ 
rier  force.  We  offer  a  professional  and 
stimulating  work  environment  and  com¬ 
petitive  compensation  and  benefits. 
Forward  your  resume  and  salary 
requirements  to  The  Stuart  News,  Attn; 
Circulation  Director,  P.O.  Box  9009, 
Stuart,  FL  34995,  or  FAX  (561)  221- 
4170. 

EOE  DFWP 


DISTRia  MANAGER 


Must  be  able  to  work  Flexible  hours. 
Applicants  must  have  reliable  trans¬ 
portation,  current  MVR  and  proof  of 


Due  to  market  expansion  around  the 
country.  Publisher's  Circulation  Fulfill¬ 
ment  Inc.,  a  national  company  provid¬ 
ing  a  wide  array  of  circulation  ser¬ 
vices,  has  openings  for  circulation  sales 
and  marketing  representatives  to 
oversee  The  New  York  Times  Single 
Copy  Sales.  Candidates  must  be  sales 
driven  and  have  excellent  written  and 
verbal  communication  skills. 

Knowledge  of  the  newspaper  industry 
a  plus. 


Denver  Rocky  Mountain  News 
Human  Resources  Department 
400  W.  Colfax  Avenue 
Denver,  CO  80204 


•Southern/Central  Texas  and  Louis¬ 
iana  (Austin  based  preferred) 
•Pennsylvania,  Maryland,  Virginia 
and  parts  of  W.  Virginia 
•Ohio 

•North  and  South  Carolina  (Charlotte 
or  Raleigh  based  preferred) 

•Missouri,  Kansas,  Iowa  (Kansas  City 
based  preferred.) 


ASSISTANT  CITY  EDITOR 


To  excel  in  our  fast  paced  environment, 
the  candidates  should  have  the  ability 
to  create  and  execute  sales  plans  to 
drive  new  business,  handle  multiple 
projects,  meet  deadlines,  have 
excellent  computer  skills  and  possess 
solid  organizational  skills.  These  posi¬ 
tions  require  interaction  with  local 
newspapers  and  independent  newspa¬ 
per  wholesalers.  In  addition,  sales 
initiatives  would  include  development 
of  college  sales  programs,  chain  store 
promotions,  and  retail  merchandising. 


ASSISTANT  EDITOR 


College  degree  preferred.  Excellent 
salary  plus  company  car  and  bonus 
plan.  Send  resume  and  cover  letter  stat¬ 
ing  which  territory  you  are  interested 
in  to  P.C.F.  Inc.,  Single  Copy  Sales 
manager,  P.O.  Box  920160,  Norcross, 
GA  30010. 


ASSOCIATE  EDITOR 


District  managers  are  responsible  for 
recruitment,  training,  contracting  and 
for  providing  superior  customer  ser¬ 
vice.  Successful  candidates  will  have 
three  to  five  years  management  expe¬ 
rience,  preferably  in  newspapers,  and 
will  be  able  to  identify  and  quickly 
solve  problems.  Good  organizational 
and  communication  skills  a  must;  com¬ 
puter  skills  helpful. 


Leading  magazine  far  cat  enthusiasts 
based  in  Southern  California,  Orange 
Caunty,  seeks  a  creative,  high  energy 
associate  editor.  Ideal  candidate 
shauld  have  three  years  experience 
evaluating  manuscripts,  phatos  and 
art,  copy  editing,  proofreading  and 
fact-checking  in  newspapers  or  maga¬ 
zines.  Must  be  detail-oriented, 
organized  and  willing  to  work  as  part 
af  a  team.  Knowledge  of  or  interest  in 
cats  is  a  definite  plus.  Bachelor's  in 
journalism  ar  related  field  required. 
Send  resume,  caver  letter  with  work 
samples  and  salary  history  to  Fancy 
Publications,  Human  Resaurces  Dept. 
EP3356,  P.O.  Box  6050,  Mission 
Viejo,  CA  92690. 

No  phone  calls,  please 


ASSOCIATE  EDITOR 
Financially  solid,  international  com¬ 
pany  is  launching  Web-bosed  lifestyle 
and  business  magazine  about  self- 
employed  professionals.  Print  editian  to 
follow.  You'll  generate  story  ideas,  find 
freelancers,  and  assign  and  develop 
stories.  You  should  have  exceptional 
English  language  skills,  a  penchant  for 
the  irreverent,  and  five  or  more  years 
af  full-time  editorial  experience  in  print 
or  on-line  magazines.  Salary  negotia¬ 
ble.  Submit  caver  letter,  resume  and 
writing/editing  samples.  Either  E-mail 
to  gershon@skill.com  Fax  to  (617) 
535-5003,  or  post  to  Eric  F.  Gershon, 
editorial  assistant.  Portfolio  Publishing 
Group,  71 1  Boylston  Street,  Boston, 
MA02116. 


If  you  can  meet  these  requirements  and 
are  ready  to  join  a  company  that  offers 
excellent  salary,  32-45  plus  incentive, 
401  (k)  stock  plan  and  benefits 
packages,  please  submit  your  resume 
and  salary  history  to: 


BEAT  REPORTER 

Transpartation  reporter  needed  by 
large  Midwest  daily.  Must  knaw  all 
facets  af  transportation,  write  compel¬ 
ling  daily  stories  for  average  readers 
plus  in-depth  packages.  Send  resume, 
6  samples  shewing  a  range  of  trans¬ 
portation  coverage,  to  Box  08778, 
Editor  &  Publisher. 


ASSISTANT  CITY  EDITOR  -  The  Stan¬ 
dard-Examiner,  a  65,000-circulation 
PM  daily  newspaper  35  miles  north  of 
Salt  Lake  City,  seeks  an  aggressive 
editor  who  is  good  with  copy  and  has 
good  story  ideas  to  join  its  city  desk 
team.  The  ciF/  desk  supervises  13 
reporters  who  cover  everything  from 
city  government  to  the  Olympic  bribery 
scandal.  City  desk  experience  pre¬ 
ferred.  Salary  law  $30s.  Send  resume 
and  work  samples  to  Ron  Thornburg, 
managing  editor,  Standard-Examiner, 
P.O.  Box  951 ,  Ogden,  LIT  84402. 


I  We're  looking  for  an  ace  to  guide  a 
j  group  of  aggressive  specially  reporters 
covering  education,  growth  issues, 

!  religion  and  health.  The  ideal  candi¬ 
date  will  be  a  talented  line  editor  who 
is  knowledgeable  about  the  beats  and 
fiercely  competitive.  Editing  experience 
is  preferred,  but  a  standout  reporter 
with  leadership  qualities  will  be  con¬ 
sidered. 

Send  resume  and  work  samples  to  L. 
Norder,  editor.  Fort  Worth  Star- 
Telegram/Northeast,  3201  Airport 
Freeway,  Suite  108,  Bedford,  TX 
76021. 


The  American  lawyer  has  an  opening 
for  a  reporter/fact  checker  on  its 
monthly  magazine  Corporate  Counsel. 
Report  on  the  people,  politics,  and 
strategies  of  Fortune  500  legal 
departments.  The  job  description  is 
split  between  fact-checking  and 
research,  and  reporting  and  writing. 
Great  opportunity  to  get  solid  reporting 
experience.  Resume  and  clips  to  The 
American  Lawyer,  105  Madison  Ave¬ 
nue,  7th  floor.  New  York,  NY  10016, 
Attn:  Vera  Titunik.  No  calls. 


BANNER-GRAPHIC  NEWSPAPER, 
located  in  Greencastle,  IN  is  looking  to 
fill  two  entry  level  positions.  One  is 
for  a  general  assignment  reporter- 
photographer  and  the  other  is  for  a 
news-sports  opening.  Experience  with 
QuarkXPress  and  layout  preferred. 
Send  resumes  to  Steve  Fields,  Banner- 
Graphic,  100  N.  Jackson  Street,  Green¬ 
castle,  IN  46135. 


ADVERTISING 


ADVERTISING 


tut  bM*  M  N  tt*  Mib. 


Ibir^areoRtteAoim 


The  Chicago  Sun-Times  is  one  of  the  nation’s 
most  authoritative  newspaper  voices. 

Sun-TImea  writara  hava  aarnad  a  total  ol  8  Pulitzar  prizaa. 

1.7  million  paopla  raad  tha Sun-TImaa  avary  day, 
making  it  the  most  wide^  read  newspaper  in  the  Chicago  area  in  readership  last 
year  alcme.  Atter  decades  ot  edHohal  leadership  and  market  dominance,  the  Chicago 
Sun-Times  has  emerged  as  one  of  America’s  most  successful  brands.  Now,  as  we 
enter  a  new  millennium,  we  seek  an  extraordinary  Classified  Advertising  protesslonal 
capable  of  developing  our  Classified  product  and  growing  our  Classified  and  general 
display  revenues. 

Classified  Director 

Reporting  to  the  Vice-President  of  Sales  and  Marketing,  you  will  be  responsible  tor 
call  center  management,  in  support  of  our  telemarketing  sales  efforts  tor  both  the 
Classified  product  and  some  General  Display  Advertising.  In  addition  to  oversee¬ 
ing  a  large  telemarketing  staff,  you  will  take  a  leadership  role  In  both  new  launches 
and  category  development.  You  will  be  responsible  for  the  creation  and  implemen¬ 
tation  of  strategic  marketing  and  operational  plans.  Day-to-day  responsibilities 
include  directing  sales  groups,  implementing  training  and  motivational  programs, 
revenue  and  expense  budgeting  and  financial  forecasting  to  meet  departmental 
revenue  goals. 


Qualified  candidates  will  have  strong  call  center  classified  management  experience 
and  computer  skills.  This  position  also  requires  motivational,  analytical  and  leader¬ 
ship  skills. 


The  Chicago  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent  benefits 
and  an  environment  that  encourages  and  rewards  vision  and  initiative.  If  you  are 
interested  in  joining  the  eighth  largest  newspaper  In  the  United  States  and  part  of 
Hollinger  International,  one  of  the  fastest  growing  newspaper  companies  in  North 
America,  send  your  cover  letter  and  resume  to: 


Eve  Mlnogue- Chicago  Sun-Times -401  N.  Wabash,  Sts.  315 
Chicago.  IL  60611  •  or  Fax  (312)  321-  2920 
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HELP  WANTED 


_ EDITORIAL _ 

BUSINESS  XXJRNALISTS 
Globally  respected  publisher  in  the 
energy  industry  seeks  creative  and 
energetic  business  news  journalists  ta 
work  in  Houston  office.  This  is  an  excit¬ 
ing  opportunity  to  get  out  of  the  local 
scene  and  write  about  world  trade, 
politics,  finance  and  corporate  news. 
Our  high  cost  newsletters  span  the 
markets  for  oil  and  gas,  including  Latin 
America,  Europe,  FSU,  and  Asia.  Our 
coverage  is  investigative  and  intelligent 
and  our  company  is  fast-paced  and 
growing.  Position  open  for  journalistic 
to  work  with  international  team  af  over 
50  bright  and  highly  skilled  journalists. 
Looking  for  journalists  with  two  or 
more  years  experience  in  business 
news.  Some  travel  possible.  Ability  to 
analyze  corporate  financials  a  plus. 
May  consider  entry-level  candidates 
with  high  GPA's.  Great  benefits.  Learn 
more  at  www.petroleumargus.com 
Send  resume,  writing  clips  and  cover 
letter  to  Petroleum  Argus,  4801 
Woodway  270W,  Houston,  TX  77056. 
Fax  (71 3)  968-CX)l  5.  E-mail: 

paijobs@petroleumargus.com 


ADVERTISING 


_ EDITORIAL _ 

BUSINESS  REPORTERS 
Live  and  work  in  Southern  California's 
Orange  County.  The  Register,  winner 
of  three  Pulitzer  Prizes,  is  looking  for  a 
high-tech  reporter,  a  retail  reporter, 
and  a  general  assignment  reporter  to 
join  the  Loeb  Award-winning  25- 
member  Money  Group.  We  seek  com¬ 
petitive  self-starters  who  con  navigate 
a  company's  financials,  see  the  human 
element  in  stories,  break  news  and  see 
the  big  picture  for  magazine-style 
pieces.  Please  send  resume,  cover  let¬ 
ter,  and  10  samples  of  your  work  to 
Kate  Lee  Butler,  Senior  Business  Team 
Leader,  The  Orange  County  Register, 
625  N.  Grand  Avenue,  Santa  Ana, 
CA  92701.  E-mail: 

klbutler@link.freedom.com 


CITY  EDITOR 

Wyoming's  fastest  growing  daily 
newspaper  between  the  Black  Hills  and 
the  Big  Horn  Mountains  is  looking  for  a 
skilled  newsroom  editor  to  keep  us  on 
the  cutting  edge.  Design,  QuarkXPress 
and  desk  experience  preferred,  but 
senior  reporters  shouldn't  shy  away. 
Our  award-winning  staff  is  small  but 
tough  at  7,(XX)-circulation  daily.  Send 
resume  to  Ann  Franscell,  The  News- 
Record,  P.O.  Box  3006,  Gillette,  WY 
8271 7.  (307)  682-9306  ext  1 1 0. 


ADVERTISING 


_ EDITORIAL _ 

BUSINESS  REPORTER  -  We're  looking 
(or  an  experienced,  accomplished  busi¬ 
ness  journalist  to  join  the  staff  of  the 
daily  the  Associated  Press  named  “Dist¬ 
inguished  Newspaper  of  New  York 
State.”  That's  an  honor  we  want  to 
keep  on  winning,  and  business  cov¬ 
erage  is  a  major  component  of  what 
we  produce.  This  is  a  state  capital 
market  heavy  on  technology,  banking, 
medical  care,  education  and  tourism. 
Send  resume,  five  published  clips  and 
a  letter  outlining  your  goals  and  values 
to  Alan  Abbey,  executive  business 
editor.  Times  Union,  Box  15000, 
Albany,  NY  12212. 

CHINA  DAILY  is  looking  for  native 
English-speaking  journalists  to  work  as 
copy  editors  in  its  Beijing  Office.  Con¬ 
tracts  are  for  one  year.  The  package 
includes  accommodation  in  the  apart¬ 
ment  building  adjacent  to  the  newspa¬ 
per  offices,  return  air  fare,  medical 
insurance  and  four  weeks  paid  leave. 
Applicants  should  have  a  minimum  3 
years  copy  editing/journalism  experi¬ 
ence.  Send  a  resume,  letters  of  recom¬ 
mendation  and  samples  of  work  to: 

Ms.  Wang  Sujuan 
Foreign  Liaison  Office 
China  Daily 

1 5  Huixin  Dongjie,  Chaoyang  District 
Beijing  100029,  China 
TekOll  (8610)  6491 -8542  or 
01 1  (8610)  6492-4488  ext.  2315 
Fax:011  (8610)6498-0313 
E-mail:  cndaily@public.bta.net.cn 

COPY  EDITOR/PAGE  DESIGNER 
The  Maryland  Gazette,  semi-weekly 
paper  just  minutes  from  Baltimore,  has 
an  opening  for  a  copy  editor/page 
designer.  Chance  for  promotion  to 
daily  in  same  compony.  Resumes  to 
Bob  Mosier,  306  Crain  Highway, 
S.W.,  Glen  Burnie,  MD  21061 . 


COPY  EDITORS  SOUGHT 

The  News  &  Observer,  a  1 70,000- 
circulation  daily  in  the  fast-growing 
Triangle  region  of  North  Carolina,  is 
looking  for  copy  editors  with  one  to 
three  years'  experience. 

We  need  energetic,  enthusiastic  editors 
who  aren't  afraid  to  challenge  copy 
and  who  can  spot  holes  that  everyone 
else  may  have  missed.  We  need  good 
headline  and  cutline  writers  who  can 
enhance  a  story  with  a  clever  turn  of 
phrase. 

Successful  candidates  will  edit  staff  and 
wire  copy,  work  on  the  wire  desk  and 
fill  in  as  slot.  Candidates  should  have 
daily  newspaper  experience  and  be 
able  to  step  into  the  position  with 
minimal  training. 

Prove  you're  the  right  choice  for  the 
job  by  sending  a  cover  letter  outlining 
your  qualifications,  an  autobiography 
showing  you  can  write,  a  list  of  four  pro¬ 
fessional  references  and  samples  of 
your  headlines  and  edited  copy  to: 

Thad  Ogburn 
News  Editor 
The  News  &  Observer 
2 1 5  S.  McDowell  Street 
P.O.  Box  191 
Raleigh,  NC  27602 


ChiCQ^  Suri^mes 


The  Chicago  Sun-Times  is  one  of  the  nation’s 
most  authoritative  newspaper  voices. 

Sun-Times  writers  have  earned  a  totai  ot  8  Pulitzer 
prizes.  1.7  million  peopie  read  the  Sun-Times  every  day, 
making  it  the  most  wide^  read  newspaper  in  the  Chicago  area  in  readership  last 
year  alone.  After  decades  of  editorial  leadership  and  market  dominance,  the  Chicago 
Sun-Times  has  emerged  as  one  of  America's  most  successful  brands.  Now.  as  we 
enfer  a  new  millennium,  we  seek  an  Advertising  Sales  Manager  capable  of  developing 
our  Real  Estate  Division. 

Advertising  Sales  Manager  Real  Estate 

The  Chicago  Sun-Times  Sales  Department  is  looking  for  an  enthusiastic,  progressive 
and  dedicated  team  leader  with  exceptional  sales  management  and  communication 
skills  to  join  our  dynamic  organization.  Drawing  on  your  leadership  skills,  you  will  be 
responsible  for  growing  revenues  and  developing  strong  sales  teams. 

Qualified  candidates  will  have  a  successful  newspaper  advertising  sales  background 
and  be  extremely  skilled  in  the  areas  of  sales  management  practices,  account  plan¬ 
ning,  and  business  development.  Knowledge  of  the  Real  Estate  industry,  including 
home  building  and  development,  resale  and  home  improvement  is  a  definite  asset. 
This  position  also  requires  the  ability  to  develop  category  and  segment  strategic 
plans,  product  development  and  budget  management. 

The  Chicago  Sun-Times  offers  competitive  salaries  and  bonuses,  excellent  benefits 
and  an  environment  that  encourages  and  rewards  vision  and  initiative.  If  you  are 
interested  in  joining  the  eighth  largest  newspaper  in  the  United  States  and  part  of 
Hollinger  International,  one  of  the  fastest  growing  newspaper  companies  in  North 
America,  send  your  cover  letter  and  resume  to: 

Eve  Minogue  •  Chicago  Sun-Times  •  401  N.  Wabash,  Ste.  315 
Chicago,  IL  60611  •  or  Fax  (312)  321-  2920  •  No  Phone  Calls  Please 


_ EDITORIAL _ 

!  COPY  EDITORS  WANTED 
I  The  Atlanta  Journal-Constitution  is  seek- 
I  ing  experienced  copy  editors.  Excellent 
word  and  grammar  skills  a  must. 
Pagination  and  layout  skills  a  plus. 
Send  resumes/clips  to  Angela  tuck, 
news  personnel  manager,  72  Marietta 
Street  NIW,  Atlanta,  GA  30303. 

1  COPY/LAYOUT  EDITOR 

THE  DAILY  JOURNAL,  IN  CARACAS, 
VENEZUELA,  seeks  Copy/Layout 
Editors  with  strong  editing  and  layout 
I  skills.  Pagination  and  knowledge  of 
:  QuarkXPress  would  be  h&pful, 

!  Excellent  optxartunity  to  work  in  South 
America.  Please  send  resume  with 
photo,  work  samples  and  references  to 
I  Nigel  Cumberbatch,  editor-in-chief. 
The  Daily  Journal,  SKY  BOX  4405  NW 
73rd  Avenue,  Suite  No.  30-751, 

!  Miami,  FL  33166-6400. 

Phone  Caracos:  01 1  (582)  232-4738 

I  DESIGNER 

i  The  Kalamazoo  Gazette  is  looking  for 
:  a  page  designer/copy  editor  to  join 
:  our  Design  Team.  The  applicant  should 
be  able  to  handle  breaking  news  sec- 
I  tion  front  pages  as  well  as  creative 
feature  covers.  QuarkXPress  experi- 
I  ence  required.  In  addition  to  strong 
;  design  skills,  we  are  looking  for 
I  excellent  skills  in  spelling  and  gram- 
I  mar,  appreciation  of  good  photos  and 
j  a  keen  interest  in  locaT/national/world 
!  news.  Experience  in  Freehand  and  infor- 
;  motional  graphics  r  plus.  Affirmative 
I  Action/Equal  Opportunity  Employer. 

I  Send  resume  and  at  least  a  dozen  page 
I  samples  by  March  1 5  to: 

Kristine  Picx:h 
I  Design  Editor 

I  Kalamazoo  Gazette 

i  P.O.  Box  2007 

I  Kalamazoo,  Ml  49(X)3 

j  EDITOR  FOR  AWARD-WINNING 
I  weekly  newspaper  in  Blue  Mountains 
of  Eastern  Oregon.  This  is  a  rare 
opportunity  to  live  a  high-quality  life  in 
!  the  great  outdoors  while  you  lead  a 
I  news  department  in  a  team-oriented 
I  atmosphere.  Position  requires  strong 
I  writing,  editing  and  leadership  skills. 

Photography,  layout/design  skills  a 
!  plus.  Aggressive  employee  benefit 
I  package  with  family-owned  chain 
j  includes  401  (k),  profit  sharing,  vaca- 
!  tion,  life/medical  insurance,  com- 
'  petitive  salary.  Send  resume  to  Karla 
j  Averett,  The  Blue  Mountain  Eagle,  1 95 
I  N.  Canyon  Blvd.,  John  Day,  OR 

97845. _ 

EDITOR:  Intertec  Publishing  Corpora¬ 
tion,  a  business  magazine  publisher  of 
Fortune  1 000  division  is  seeking  a  top 
editor  to  lead  o  great  team.  Responsi¬ 
ble  for  oil  magazine  phases:  supervis¬ 
ing  editorial  direction,  staff  and 
deadlines;  magazine  production;  serv- 
i  ing  as  art  directian  liaison.  Recbuires 
;  strong  writing,  planning  and  editing 
I  skills  and  experience  in  managing  a 
I  staff.  Prefer  some  news  or  financial 
j  background.  Minimum  7  years  experi¬ 
ence  in  editorial  (3  as  tap  level  editor). 
Requires  B.A.  in  Journalism,  English  or 
related  field.  Knowledge  of  Spanish  is 
helpful.  Excellent  compensation  and 
benefits  package  offered.  To  apply 
your  talents,  send  cover  letter,  resume, 
clips  and  salary  requirements  to 
Human  Resources  Manoger-EP/Editor, 
Miramar  Communicatians,  Inc.  (A 
Division  of  Intertec  Publishing,  A 
I  PRIMEDIA  Company),  P.O.  Box  8987, 
Malibu,  CA  90265-8987. 

www.miramar.com 
I  Fax:(310)317-0072 

i  EOE 
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HELP  WANTED 

EDITORIAL 

EDITORIAL  DIREaOR 
For  leading  publisher  of  qoy  men's 
erotic  magazines.  Directs  editorial  and 
art  staff  in  the  production  of  high- 
quality,  profitable  products.  At  least 
five  years  experience  in  publication 
editing  and  management.  Must  be  able 
to  manage  multiple  concurrent  projects 
and  plan  Tor  future  prajects. 

Fax  resume  to  Publisher,  SU 
(323)  465-5371 .  No  phone  calls,  please 

EDITORIAL  PAGE  EDITOR 

The  successful  candidate  for  Editorial 
Page  Editor  for  The  Daily  Item  will  be  a 
veteran  writer  with  a  flair  for  pre¬ 
senting  opinion  pieces  for  a  30,000 
circulation  AM  daily  in  central  Pennsyl¬ 
vania.  This  position  also  supervises  com¬ 
munity  reporters  for  half  of  our  market 
and  requires  someone  who  is  strong  on 
effective  communication  and  coaching 
of  creative  reporters.  If  you  have  more 
than  five  years  supervisory  experience 
and  meet  this  job  description  send  your 
resume,  before  March  15  along  with 
writing  samples,  to  Editorial  Page 
Editor  Search,  The  Daily  Item,  200 
Market  Street,  Sunbury,  PA  1 7801 . 
_ No  phone  calls,  please _ 

EDUCATION/TECHNOLOGY 

REPORTER 

The  Chronicle  of  Higher  Education,  a 
notional  newspaper  based  in  Wash¬ 
ington,  is  seeking  a  reporter  to  write 
about  trends  in  technology  for  teaching 
and  administration,  as  well  as  about 
the  impact  of  technology  on  scholarly 
research  and  campus  life.  The  reporter 
will  write  both  daily  on-line  news 
stories 

http://chronicle.com/infotech/ 
and  in-depth  features  for  the  weekly 
publication.  The  job  involves  some 
travel  and  requires  appreciable  report¬ 
ing  experience,  good  writing  skills, 
ond  an  eagerness  to  tackle  complex 
material.  Familiarity  with  higher  educa¬ 
tion  and  with  information-technology 
issues  will  be  helpful.  Pay  is  com¬ 
petitive,  and  benefits  are  excellent. 
Curiosity,  creativity,  and  a  sense  of 
humor  are  welcome.  Send  a  cover  let¬ 
ter,  a  resume,  and  samples  of  your  writ¬ 
ing,  either  by  E-mail  or  surface  mail 
(pirase  do  not  telephone): 

lowrence.biemiller^chronicle.com 

Lawrence  Biemiller 
Senior  Editor,  Information  Technology 
The  Chronicle  of  Higher  Education 

1255  23rd  Street,  NW 
Washington,  DC  20037 

The  Chronicle  of  Higher  Education  is 
an  Equal  Opportunity  Employer. 

EXPERIENCED  EDITOR 
For  premiere  weekly  entertainment  and 
feature  paper  in  resort  town  on  Dela¬ 
ware  coast.  Various  duties  including 
editing,  writing,  pagination  and  assist¬ 
ing  with  community  paper  in  same  loca¬ 
tion.  Please  send  resume  to  Bruce 
Pringle,  P.O.  Box  309,  Rehoboth 
Beach,  DEI  9971. 

EXPERIENCED  REPORTER/PHOTOGRA¬ 
PHER  -  General  assignment/police. 
Northeast  PA  tri -weekly  serving  two 
counties.  Contact  Editor,  News  Eagle, 
P.O.  Box  E,  Hawley,  PA  1 8428. 


FAMILY  OWNED  11,000  AFTER¬ 
NOON  DAILY  SEEKS  REPORTER.  We 
divide  our  beats  by  region,  so  this 
reporter  would  cover  everything  from 
school  boards  and  village  councils  to 
'  features  and  businesses.  Salary  com- 
j  petitive  with  newspapers  of  similar 
j  size,  and  some  larger.  Benefits  include 
I  health  package  and  401  (k).  We  have 
I  a  diverse  economy,  good  schools,  are 
a  county  seat  located  cn  a  large  lake 
that  offers  camping,  fishing  and  boat- 
I  ing,  and  we  are  nome  to  a  branch 
[  campus  of  a  state  university  that  is 
undertaking  an  expansian  project. 
Send  resume  and  clips  to  Steve 
!  Hallock,  managing  editor.  The  Daily 
Standard,  1 23  E.  Market  Street, 

;  Celina,  OH  45822. 

FAST-GROWING  STATEWIDE  busi¬ 
ness  weekly  seeks  creative  leader  with 
reporting,  editing  and  management 
expertise.  Opportunity  for  the  right 
person  to  grow  newspaper  and 
ancillary  products.  Competitive  salary. 
Business  background  helpful.  Resume, 
clips,  salary  requirements  to  Rick 
^  Homans,  publisher.  New  Mexico  Busi¬ 
ness  Weekly,  P.O.  Box  928,  Albuquer¬ 
que,  NM  871 03. 

FASTIDIOUS  COPY  EDITOR  wonted 
full  time  for  the  online  SonicNet 
i  Network.  SonicNet  Network  includes 
SonicNet,  Addicted  To  Noise  and  other 
i  entertainment  sites.  Must  work  in  San 
i  Francisco  office.  Email: 

lisa@sonicnet.com  for  more 


!  FASTIDIOUS  COPY  EDITOR  wanted 
j  who  can  work  from  home  part-time 
five  mornings  a  week  for  the  online 
SonicNetNetworkwww.sonicnet.com 
i  E-mail  resume  to  Matty  Karas: 

matty@sonicnet.com 

FEATURES  REPORTER 

The  News  &  Observer  in  Raleigh,  NC, 
is  looking  for  an  experienced  reporter 
i  and  talented  writer  to  join  its  lifestyle 
staff.  The  ideal  candidate  would  have 
at  least  three  years  daily  reporting 
experience  and  a  creative  approach  to 
conceiving,  reporting  and  writing 
I  stories.  The  job  will  be  partly  general 
'  assignment  and  partly  focused  on  a 
family  issues  beat  exploring  the  human 
drama  from  birth  to  death  through 
innovative  storytelling.  Please  don't 
;  call;  send  a  resume  with  references, 

I  along  with  10  clips  and  five  story 
ideas,  to  Melanie  Sill,  managing 
editor.  The  News  &  Observer,  215  S. 
McDowell  Street,  P.O.  Box  191, 

!  Raleigh,  NC  27602. 

FULL-TIME  REPORTER 
j  Report  for  an  online  magazine  on 
personal  finance  issues.  Style  is 
informative,  entertaining  and  cutting- 
edge.  Audience  is  mostly  Generation 
X.  B.A.  in  Journalism,  English  or 
related  degree,  plus  two  years  of 
j  reporting  experience.  Must  work  out  of 
;  our  North  Palm  Beach,  Florida  loca- 
!  tion.  Send  resume  to: 

I  M.  Lewman,  Managing  Editor 

[  P.O.  Box  088888 

I  North  Palm  Beach,  FL  33408 

1  Or  E-mail  monica@theWhiz.com 


i  HIGH  ENERGY  REPORTER,  capable  of 
producing  clean,  crisp  copy  and  qual¬ 
ity  photographs,  for  fast-growing 
weekly.  Expect  solid  assignments  on 
major  issues  in  rapidly  developing 
Caribbean  islands.  Salary  $285/ week. 
Serious  applicants  only.  Resume,  clips 
to  Box  08776,  Editor  &  Publisher. 

!  HIGHLY  SELF-MOTIVATED  music  news 
*  editor  with  strong  line-editing  skills 
'  wanted  for  full-time  position  in  San 
Francisco  office  of  SonicNet  Network 
www.sonicnet.com 

E-mail  lisa@sonicnet.com  for  more  info 

i  al  NEED  A  PAGE  DESIGNER  with  a 
creative  flair  and  solid  background  in 
copy  editing.  You'll  work  in  one  of 
Florida's  most  beautiful  coastal  cities, 
on  a  16,000  circulation  award- 
j  winning  daily  newspaper.  Your  main 
j  job  will  be  to  put  together  our  front 
I  pages  in  a  way  that  both  attracts  and 
j  informs  our  readers.  The  job  title  will 
I  be  design  editor,  and  you'll  use  your 
I  creotive  skills  to  oversee  the  visual  ele- 
I  ments  in  our  features  and  sports 
j  departments,  as  well  as  the  newsroom. 

I  Send  resume  and  design  clips  to  Jim 
!  Sutton,  editor.  The  St.  Augustine 
Record,  P.O.  Box  1630,  St.  Augustine, 
j  FL  32085. _ 

'  INTERNSHIPS:  SPEND  SIX  MONTHS 
interning  with  crack  professional 
journalists  in  the  Illinois  Statehouse 
'  pressroom  in  the  University  of  Illinois  at 
Springfield's  one-year  MA  Public 
Affairs  Reporting  program.  Excellent 
placement  record.  Tuition  waivers, 

^  $3,000  stipends  during  internship. 
Applications  due  April  1 .  Contact 
Charles  Wheeler,  PAC  418,  UlS, 
Springfield,  IL  62794-9243. 

(217)786-7494 
E-mail  wheeler.charles@uis.edu 
PAR  Home  Page: 
www.uis.edu/ ~wheeler/ 
i  EOE 


IMMEDIATE  OPENING  FOR  an  Asso¬ 
ciate  Editor  of  a  national  trade/ 
professional  business  magazine.  Must 
hove  5  years  reporting,  writing,  editing 
and  proofing.  Business  background 
helpful.  Some  travel.  Fax  resume  with 
I  two  writing  samples  to  Human 
Resources,  Training  Magazine,  (612) 

1  340-4739  or  mail  resume  to  50  South 
I  9th  Street.  Position  is  located  in  Min¬ 
neapolis,  MN  only. 

LOCAL  EDITOR 

The  Southern  Illinoisan,  a  daily 
regional  newspaper,  is  looking  for  a 
local  editor.  Plan  and  develop  daily 
and  weekend  news  and  feature 
packages.  Must  be  able  to  meld  editing 
skills  with  people  skills  to  coach  our 
reporters,  and  work  with  other  staff 
I  members  to  plan  content  which  fits 
;  strategic  news  directions.  This  is  an 
-  evening  shift  position,  some  weekends. 

;  Send  resume  and  cover  letter  to  Bette 
j  Ligon,  Human  Resource  Manager, 
Southern  Illinoisan,  P.O.  Box  2108, 

I  Carbondale,  IL  62902.  EOE/M/F 
j  PLEASE,  NO  PHONE  CALLS 

1  MANAGING  EDITOR  for  twice-weekly 
Scripps-Howard  newspapers  in  resort 
;  area  on  Florida  gulf  coast.  Supervise 
I  and  motivate  staff  (6  FT,  1  PT).  Candi- 
I  date  should  understand  importance  of 
community  journalism,  hove  sound  edit¬ 
ing  skills  and  news  judgment,  be  an 
able  people-person  with  high  energy 
and  enthusiasm.  Excellent  benefits. 
Send  resume  to  Mike  Levi,  P.O.  Box 
957,  Destin,  FL  32540.  Fox:  (850) 
654-8455,  E-moil:  mlevi@destin.com 

NEWS  EDITOR  wanted  by  150,000- 
circulation  daily.  Strong  news  judg¬ 
ment,  page-design  and  production 
skills,  manogerial  experience  required. 

!  Resume  to  Box  08779,  Editor  &  Pub- 
'  lisher. 


EDITOR? 


REQUEST,  a  national  music  magazine,  seeks  an 
experienced  Editor.  Looking  for  a  visionary  leader  with  a 
love  of  music  who  wants  to  make  a  good  magazine 
great.  Must  have  a  thorough  understanding  of  our 
16-24  year  old  audience,  abundant  creativity  and 
energy,  plus  be  able  to  manage  an  in-house  staff  of  six. 

Interested  persons  encouraged  to  send  a  resume  in 
confidence  to: 

REQUEST  Magazine, 

10400  Yellow  Circle  Drive, 

Minnetonka,  MN  55343 

Fax:  612-931-8286 

Email:  kmiller@musicland.com 

Smoke  free  and  EOE. 

Visit  our  website  @  www.requestline.com 
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HELP  WANTED 


_ EDITORIAL _ 

LIVE  AND  VYORK  in  exciting  Japan. 
Pacific  Stars  and  Stripes  has  openings 
for  two  management-level  positions. 

The  SENIOR  ASSISTANT  PACIFIC 
EDITOR,  which  is  equal  to  a  deputy 
metro  editor,  will  report  directly  to  the 
Pacific  Editor,  who  has  responsibilities 
similar  to  a  managing  editor.  The 
SAPE  plans  and  directs  the  work  of 
editors,  reporters,  photographers, 
translators  and  editorial  assistants  pre¬ 
paring  stories  and  pho!  s  for  PS&S. 
The  person  selected  will  oversee  pro¬ 
duction  of  the  daily  newspaper.  There 
are  assigning,  editing  and  rewriting 
responsibilities.  The  person  chosen  as 
the  SAPE  will  also  be  responsible  for 
conducting  objective  evaluations  and 
performance  reports  on  assigned  staff 
members.  SAPE  also  ensures  all  staff 
members  adhere  to  the  highest  princi¬ 
ples  of  professional  journalistic  ethics, 
including  fairness  and  balance.  Mini¬ 
mum  requirements  include  at  least  five 
years  experience  on  a  daily  newspa¬ 
per  and  some  supervisory  experience 
on  a  city  desk. 

The  ASSISTANT  PACIFIC  EDITOR, 
which  is  equal  ta  an  assistant  city 
editor,  would  apply  all  basic  copy  edit¬ 
ing  procedures  and  principles  to 
locally  gathered  news  from  the  PS&S 
bureaus;  identify  new  stories  for 
reporters;  monitor  and  evaluates 
perfarmance  of  reporters;  coordinate 
planned  coverage  of  events  by  bureau 
reporters;  help  in  establishing  enter¬ 
prise  reporting  schedule;  work  with 
assignments  far  supplemental  products. 
Minimum  requirements  include  work 
experience  directly  related  to  the  duties  to 
be  performed;  supervisory  experience 
directing  the  work  of  subordinate 
employees. 

Stars  and  Stripes  will  provide  travel 
expenses  to  and  from  Tokyo  and  hous¬ 
ing  in  the  Tokyo  area.  Our  office  in 
central  Tokyo  contains  a  cafeteria, 
gym,  U.S.  postal  facility  and  small 
American-style  grocery.  Applicants 
should  send  a  resume  with  three 
references  and  three  work  samples  ta 
Pacific  Stars  &  Stripes,  ATTN:  PSS- 
CPO,  Unit  45002,  APO  AP  96337- 
5002  or  FAX  to  229-3127  (military), 
01 1  (81-3)  3403-5493  (Commercial), 
Tokyo  or  E-mail  in  ASCII  text  or 
MSWord(PC)  format  to: 

jobs-pss@stripes.osd  mil 
These  positions  are  open  until  filled. 
U.S.  CITIZENS  ONLY.  Pacific  Stars  & 
Stripes  is  an  Equal  Opportunity 
Employer. 


MANAGING  EDITOR 

Family-owned  Mississippi  PM  daily 
(circulatian  8,500)  seeks  aggressive, 
motivating  leader  far  staff  af  seven. 
Must  be  versatile,  with  strong  writing 
credentials,  teaching  skills  and  desk 
background.  Pagination/QuarkXPress 
experience  helpful.  Salary  and  bonuses 
low  to  mid  $30s.  Good  benefits, 
friendly  town.  Resume  to  Tim  Kalich, 
editor  and  publisher.  Greenwood  Com¬ 
monwealth,  P.O.  Box  8050,  Greenwood, 
MS  38935-8050.  E-mail 

tkalich@gwcommonwealth.cam 


EDITORIAL 


EDITORIAL 


NEWS  EDITOR  -  If  you  like  to  help 
make  local  copy  reach  out  and  grab 
the  reader  and  can  handle  designing 
local  and  wire  pages,  aur  award¬ 
winning  Southeastern  Arizona  news 
operation  may  be  just  right  far  yau. 
QuarkXPress  and  Mac  experience  man¬ 
datary.  Send  yaur  resume  and  samples 
to  John  Moeur,  managing  editor. 
Sierra  Vista  Herald,  1 02  Fab  Avenue, 
Sierra  Vista,  AZ  85635. 

Email  svhnews@c2i2.com 

NEWS  PRODUaiON  SUPERVISOR 

The  Express-Times  is  looking  for  an 
enthusiastic  individual  to  manage  its 
eight-person  pagination  desk.  Must  be 
energetic,  hard-working,  good  with 
people  and  have  an  eye  for  detail. 
Page  production  experience  and 
newspaper  background  required.  Will 
need  extensive  knowledge  of  QuarkX¬ 
Press;  Adobe  Photoshop  skills  helpful. 
Responsibilities  include  paginating  vis¬ 
ually  appealing  pages,  proofreading 
and  printing  alf  pages  that  go  through 
the  desk,  working  with  editors  and 
paginators  to  meet  deadline,  and 
upkeep  of  Quark  libraries,  templates 
and  style  sheets  and  Word  7.0  style 
sheets.  We  offer  a  competitive  salary 
and  benefits. 

j  Send  cover  letter,  resume  and  work 

I  samples  to: 

i  Elaine  Kehler 

Human  Resources  Director 
30  N.  4th  Street 
P.O.  Box  391 
Easton,  PA  18040-0391 

ONLINE  EDITOR  wanted  for  collegiate 
community  Web  site,  headquartered  in 
Miami,  FL.  Excellent  news  judgment, 
editorial  skills  and  journalism  degree 
required.  Online  experience  preferred. 
Please  E-mail  resume  and  salary  his¬ 
tory  to  sherry@cpnet.com 


NEWS  DESIGNERS 

j  The  News  &  Observer,  a  165,000- 
circulation  daily  (209,000  Sunday)  in 
the  fast-growing  Triangle  region  of 
North  Carolina,  is  looking  for  news 
designers  who  are  passionate  about 

t  newspapering. 

i 

Our  news  design  staff  puts  its  fin¬ 
gerprints  all  aver  every  page  in  the  A, 
Business,  Metro  and  Sports  sections 
each  and  every  day,  including  our  cut¬ 
ting  edge  Q  and  Work  &  Money  Sun¬ 
day  sections. 

We  work  in  a  newsroom  known  for  its 
collaboration  and  innavative  approach 
to  reporting,  writing,  photography  and 
design.  Our  news  hale  is  big,  our  stan¬ 
dards  are  high,  and  we  want  designers 
who  take  risks  and  do  not  hesitate  to 
flex  their  creative  muscles. 

We  win  awards,  lots  of  awards,  and 
we  have  fun  in  the  process.  We're 
good  and  getting  better.  We  design  on 
a  state-of-the-art  Mac-based  pagina¬ 
tion  system  that  was  built  far  designers. 
We  have  been  recagnized  as  one  of 
SND's  "World  Best  Designed  Newspa¬ 
pers”. 

If  you  think  you're  ready  for  a  move 
up,  let  us  know  right  now.  E-mail  your 
immediate  interest  to  Will  Sutton, 
deputy  managing  editor  at 

sutton@nando.cam 

Follow  up  by  sending  your  resume,  a 
list  of  at  least  three  references,  non- 
returnable  samples  of  your  work  and  a 
cover  letter  telling  us  what  you  have  to 
offer  to  Melanie  Sill,  managing  editar. 
The  News  &  Observer,  215  S. 
McDowell  Street,  Raleigh,  NC  27602. 


EDITORIAL 


EDITORIAL 


New  Vorf^  Citf 
^oard  of  education 


\Mp.lTep.  /  eoiTop. 


Public  Affairs  Department  seeks  a  quick,  versatile  writer,  with  strong 
editing  skills,  to  compose  and  rewrite  Op  Ed  pieces,  feature  stories, 
press  releases,  white  papers,  speeches  and  public  testimony.  Capable 
of  quick  turnaround  writing  in  a  high-pressure  environment.  Public 
relations  or  press  experience  a  must. 

Candidates  must  possess  a  Baccalaureate  Degree  in  English  or 
Journalism,  plus  at  least  four  years  experience  as  a  professional 
writer,  with  some  background  in  editing. 

Salary  commensurate  with  background  and  experience. 

Cover  letter  must  be  sent  no  later  than  March  15,  1999  to: 
New  York  City  Board  of  Education 
Division  of  Human  Resources 
65  Court  Street,  Room  701 
Brooklyn,  NY  11201 
Attn:  Writer/Editor  Search  Committee 

Affirmative  Action/Equal  Opportunity  Employer 


_ EDITORIAL _ 

PAGE  DESIGNER 

National  magazine  group  located  in 
boatyard  in  Essex,  Connecticut  seeks 
layout  artist  to  join  design  team.  Must 
be  experienced  in  editorial,  layout 
(magazine  or  newspaper),  have  a  prov¬ 
en  sense  of  design,  and  be  proficient 
in  QuarkXPress.  Strong  copy  editing 
skills  a  plus.  Send  resume,  best  page 
layouts,  and  salary  requirements  to: 
Asa  Christiana,  design  editor.  Sound¬ 
ings  Publications,  35  Pratt  Street, 
Essex,  CT  06426. 

PUBLIC  SAFETY  TEAM  LEADER 
The  Star  Tribune  is  seeking  an  editor  to 
supervise  our  public  safety  team.  This 
editor  should  challenge  past  assump¬ 
tions  about  courts  and  crime  coverage 
and  go  beyond  reacting  to  events  to 
focus  on  issues  that  matter  most  to  our 
readers.  Candidates  should  have 
supervisory  experience  and  be  able  to 
develop  and  articulate  a  strategy  an 
how  to  provide  aggressive  spot  cov¬ 
erage  as  well  as  trend  and  enterprise 
stories.  Candidates  shauld  have 
expertise  with  police  and  court  report¬ 
ing.  Aoply  by  Wednesday,  March  17. 
Send  resume  and  letter  of  application 
to  Brenda  Rotherham,  recruiting 
caardinator,  425  Portland  Avenue, 
Minneapolis,  MN  55488.  For  ques¬ 
tions:  call  (800)  829-8742,  ext.  4422 
ar  E-mail: 

brotherham@startribune.cam 
The  Star  Tribune,  an  equal  appartunity 
employer,  is  owned  by  McClatchy 
Newspapers  of  Sacramento,  CA.  It  is 
the  16th  largest  daily  paper  in  the 
country  with  a  circulation  of  400,362 
and  the  1 3th  largest  Sunday  paper  at 
670,890.  The  370-person  newsroom 
staff  has  a  long-standing  history  of 
editorial  excellence  and  award  win¬ 
ning  journalism,  including  a  1990 
Pulitzer  Prize  for  investigative  reporting. 

READY  FOR  THE  news  desk?  Capable 
person  needed  on  small  daily.  Apply  to 
News  Editor,  Kansas  Press  Associa¬ 
tion,  5423  Southwest  7th  Street, 
Topeka,  KS  66606. 


REMODELING  MAGAZINE  is  the  lead¬ 
ing  business  magazine  cavering  the 
residential  remodeling  industry.  We 
have  an  immediate  need  far  a  superiar 
business  writer  to  work  in  our  dynamic 
and  fast  paced  environment.  If  you 
have  5  years  writing  experience  that 
includes  extensive  feature  writing  as 
well  as  an  ability  to  manage  research 
projects,  we  want  to  meet  with  you. 
Must  be  able  to  handle  more  than  one 
task  at  a  time,  produce  a  variety  of 
articles,  and  work  to  deadline. 

We  offer  competitive  compensation 
and  benefits  plus  the  opportunity  of 
growth.  Please  send  cover  with  resume, 
writing  samples,  and  salary  require¬ 
ments  in  confidence  to: 

Dept.  RM/SE 
Hanley-Wood,  Inc. 

One  Thomas  Circle,  NW,  Suite  6CX) 
Washington,  DC  2(X)05 
Fax:(202)785-1974 
E-mail:  pdeffenb@hanley-wood.com 
Visit  us  atwww.hanley-wood.com 
EOE 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

PROJEaS  REPORTERS 
Award-winning  Zone  5  metro  doily 
seeks  reporters  adept  at  project, 
investigative  and  major  beat  reporting. 
Requires  metro  experience,  record  of 
solid  enterprise,  ability  to  work  alone 
or  on  a  team,  readiness  to  help  out 
with  dailies  as  needed.  If  you're  a 
great  reporter  looking  for  a  place  to  do 
your  best  work,  send  cover  letter, 
resume,  10  clips  to  Box  08777,  Editor 
&  Publisher.  EOE 


REPORTER  -  Competitive  daily  news¬ 
paper  seeks  aggressive  reporter  for 
full-time  beat  in  suburban  Philadelphia. 
Must  have  good  news  instincts  and 
experience  covering  all  types  of  news 
stories.  Please  send  resumes  to  Gina 
Esposito,  managing  editor.  The  Times 
Herald,  410  Mandey  Street,  Nor- 
ristown,  PA  19401 . _ 

REPORTER  -  Report  in  one  of  Amer¬ 
ica's  most  beautiful  places:  Hilton  Head 
Island.  The  Island  Packet,  a  McClatchy 
paper,  is  adding  a  reporting  position 
to  cover  its  growing  off-island  market. 
Clips  must  show  enterprise  and  writing 
that  makes  complex  issues  interesting. 
Send  cover  letter  and  resume  to  Fitz 
McAden,  executive  editor,  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 

Fax:  (843)  842-8314 
fmcaden@islandpacket.com 


REPORTERS 

Established  New  York  City  publisher 
seeks  beat  reporters  with  a  proven 
ability  to  dig  for  news  and  develop 
sources.  We  are  a  fast-growing  com¬ 
pany  that  offers  an  opportunity  to  build 
expertise  in  financial  journalism  in  a  col¬ 
legial  work  environment.  Business/ 
finance  background  not  necessary. 
Resume,  letter  and  clips  to  Securities 
Data  Publishing,  Box  tW,  1290  Ave¬ 
nue  of  Americas,  36th  Floor,  New 
York,  NY  1 01 04  or  fax  to: 

_ (212)  581-4830 _ 


REPORTER 

The  St.  Louis  Post  Dispatch,  the  flagship 
of  Pulitzer  Inc.,  seeks  an  experienced 
reporter  to  join  our  education  team. 
The  successful  candidate  will  complete 
a  team  of  seven  reporters  that  cover 
education  as  lifelong  learning.  The 
team  helps  readers  understancT issues 
relating  to  early  childhood  education, 
K-12  school  districts,  private  and 
parochial  schools,  higher  education 
and  youths'  lives.  The  successful  candi¬ 
date  would  cover  K-12  schools,  break¬ 
ing  news  and  enterprise  stories  about 
various  topics  and  issues  dealing  with 
education  and  youth.  The  person 
selected  also  will  help  produce  our 
annual  report  card  on  St.  Louis 
metropolitan  area  schools  as  well  as 
other  team  projects.  We  wont  a 
creative  and  enthusiastic  beat  reporter 
who  is  flexible  enough  to  cover  for 
other  team  members.  We  value  clear 
and  graceful  writing,  a  sense  of 
humor,  and  critical  thinking.  Experi¬ 
ence  reporting  for  a  daily  newspaper 
is  a  must.  A  knowledge  of  education 
issues  is  strongly  preferred.  To  apply, 
send  a  resume,  cover  letter  and  at  least 
six  clips  showing  your  range  of  work 
to: 

Cynthia  Todd,  director  of  recruitment 
St.  Louis  Post  Dispatch 
900  North  Tucker  Blvd. 

St.  Louis,  MO  63101 
Application  deadline  is  March  1 9 


EDITORIAL 

REPORTERS 


EDITORIAL _  , _ EDITORIAL 

SPORTS  COPY  EDITOR  !  SPORTS  REPORTER 


THE  DAILY  JOURNAL  IN  CARACAS, 
VENEZUELA,  seeks  general  assignment 
news  reporters.  Strong  writing  skills 
and  good  news  judgment  helpful. 
Knowledge  of  Spanish  a  definite  plus. 
Candidates  should  be  willing  to 
relocate  to  Caracas  at  short  notice. 
This  is  an  excellent  opportunity  to  work 
in  South  America.  Please  send  resume 
with  photo,  work  samples  and 
references  to  Nigel  Cumberbatch, 
editor-in-chief.  The  Daily  Journal,  SKY 
BOX  4405  NW,  73rd  Avenue,  Suite 
No.  30-751,  Miami,  FL  33166-6400. 
Phone  Caracas:  01 1  (582)  232-4738 


REPORTER 

The  Times-Ledger  Newspapers,  an 
award-winning  chain  of  1 3  paid 
circulation  weekly  newspapers  in 
j  Queens,  is  looking  for  a  self-starter  to 
'  report  locol  news.  Great  opportunity  in 
metro  newspaper  environment.  Send 
I  resume  and  clips  to  Steven  Blank, 
I  Times-Ledger  Newspapers,  41-02  Bell 
Blvd.,Bayside,NY11361. 


I  ROOM  TO  WRITE 

i  New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 

I  Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac- 
I  Hons  and  win  national  awards. 

i  If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriecT  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
[  news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
‘  employees  with  young  families.  We 
I  offer  competitive  salaries  and  bene- 
I  fits... and  all  the  space  you  need  to  put 
j  the  news  in  perspective  and  tell  a  good 
I  story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 

I  Christine  Brennan 

I  Executive  Managing  Editor 

j  New  Times,  Inc. 

I  P.O.  Box  5970 

Denver,  CO  802 1 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


SENIOR  ARTS  &  MEDIA  EDITOR 

The  Advocate  magazine  is  seeking  a 
senior  editor  with  at  least  5  years  in 
publication  and  extensive  contacts  in 
arts  &  entertainment.  Aggressive,  well- 
connected  and  an  excellent  line  editor 
and  writer.  Must  be  in  Los  Angeles. 
Fax  resumes  to  Editor-in-Chief: 

(323)  467-6805  No  calls,  please 


!  The  News  &  Observer  has  an 
!  immediate  opening  for  a  full-time 
sports  copy  editor.  Our  award-winning 
I  section  aims  high,  has  a  large  news 
hale  and  needs  sharp  editors  who  will 
improve  copy  on  deadline  and  write 
attractive  headlines.  Experience  with 
Mac,  QuarkXPress,  CopyDesk  favored. 
Send  cover  letter,  resume,  references, 
short  bio  and  work  samples  to  Steve 
Riley,  sports  editor.  The  News  & 
Observer,  P.O.  Box  191,  Raleigh,  NC 
27602. 


EDITORIAL 


A  9,000  circulation,  six-day-o-week 
j  AM  circulation  newspaper,  needs  a 
I  leader  for  two  person  department. 

I  Duties  include  paginating  pages,  com- 
:  munity  relations  and  managing  skills. 

I  This  position  is  located  in  Ohio  within 
:  an  hour  of  Cleveland.  This  is  a  great 
I  opportunity  for  an  individual  looking  to 
I  gain  experience  and  be  in-charge. 

'  Excellent  benefit  package  with  a  large 
independent  company.  Send  cover  let- 
j  ter  and  resume  to  Box  08770,  Editor  & 
j  Publisher. 


EDITORIAL 


New^mes 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly  newspapers  -  covering  local 
news  and  features,  restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami.  Dallas,  Houston.  San  Francisco.  Los  Angeles.  Cleveland 
and  St.  Louis.  Our  stories  inform  and  entertain  readers,  provoke  strong 
reactions,  and  win  national  awards.  We  are  accepting  applications  now 
for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test); 

MANAGING  EDITOR 

PHOENIX.  HOUSTON,  CLEVELAND  AND  ST.  LOUIS 

This  position  requires  fine  writing  and  editing  skills  and  the  ability  to 
help  staffers  produce  superior  stories.  The  managing  editor  also  supervises 
the  day-to-day  operations  of  the  editorial  department.  Houston  candidates 
should  have  a  strong  feature/arts  background;  Phoenix  and  St.  Louis 
candidates  should  be  well  grounded  in  news;  Cleveland  applicants  must 
have  experience  in  both  features  and  news. 

ASSOCIATE  EDITOR 
DENVER  AND  FT.  LAUDERDALE 

We  are  looking  for  editors  with  a  strong  news  background  who  can  craft 
a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 
DENVER 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers  and 
writing  a  local  music  column  as  well  as  non-music  features. 

CALENDAR  EDITOR 
DAUAS 

We  need  a  writer  with  a  distinctive  voice  and  broad  cultural  interests 
to  organize  and  write  a  weekly  entertainment  calendar  and  report  on  the  arts. 

New  Times  offers  competitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter,  r6sum0  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at 

wwiK.newtinM8.com. 
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HELP  WANTED 


_ EDITORIAL _ 

SPORTS  SLOT 

The  Seattle  Times'  Sports  department 
seeks  a  slot  editor.  Great  city,  inde¬ 
pendent  newspaper.  Join  us  as  we  con¬ 
vert  to  mornings  in  an  exciting  new 
push  for  the  section.  Responsibilities 
include  some  first  edits  and  all  final 
reads,  establishing  a  work  flow,  and 
adjusting  to  late-breaking  news.  Appli¬ 
cants  must  have  broad  sports  knowl¬ 
edge,  strong  organizational  skills,  an 
eye  for  detail,  and  work  well  under 
pressure.  Five  years  of  daily  newspa¬ 
per  experience  required.  Send  resume 
to  Don  Shelton,  Seattle  Times  Sports, 

1 1 20  John  Street,  Seattle,  WA  98109, 
or  fax  (206)  464-3255. 


INFORMATION  SYSTEMS 


I  SPORTS  WRITER  FOR  2X  weekly  in 
I  Central  FL.  Emphasis  is  on  prep  sports, 
I  but  some  pro  coverage  (2  Spring  train- 
I  ing  teams).  Experience  preferred,  but 
j  will  consider  recent  graduate.  Send 
clips,  resume  to  Rick  Redone,  sports 
editor,  Osceola  News-Gazette,  P.O. 

I  Box  422068,  Kissimmee,  FL  34742. 

I  STAFF  WRITER  -  The  Catholic  News  & 
Herald,  a  weekly  newspaper  with 
42,000  circulation  seeks  writer  with  the 
ability  to  move  easily  between  news 
and  poignant  feature  writing.  Suc- 
I  cessful  candidate  will  also  possess  pho- 
I  tography  skills,  and  a  degree  in  jour¬ 
nalism  or  comparable.  Knowledge  of 
!  Catholicism.  Must  be  able  to  travel 
within  western  NC.  Good  benefits 
package.  Send  resume,  nonreturnable 
clips  and  photo  samples  to  Editor 
I  Joann  Keane,  P.O.  Box  32767, 
j  Charlotte,  NC  28237  or  E-mail: 

:  jskeane@charlottediocese.org 


INFORMATION  SYSTEMS 


c 


Central  Newspapers  Technology 
Corp.  is  a  newly  formed  IT  service 
bureau  servicing  Central  News¬ 
paper,  Inc.  CNT's  major  clients 
include  the  Arizona  Republic, 
the  Indianapolis  Star  and  the 
Indianapolis  News. 


DATABASE  ADMINISTRATION  MANAGER 

Central  Newspapers  Technology  Corp.  is  seeking  a  Manager  of 
Database  Administration  to  aggressively  lead  its  dynamic  database 
administration  team  in  a  mixed  Sybase  and  Oracle  environment.  Our 
Phoenix-based  DBA  team's  responsibilities  encompass  the  full  scope 
of  data  modeling,  standards  adherence,  system  security,  backups 
and  recovery,  database  performance  optimization,  configuration 
management,  change  control,  production  support,  documentation, 
and  other  administrative  tasks.  In  addition  to  being  responsible  for  the 
overall  architecture,  structure  and  strategy  for  all  company 
databases,  the  successful  candidate  will  be  instrumental  in  providing 
leadership  in  the  evolution  of  our  data  mart/warehousing  strategy  in  a 
multi-site  environment.  A  Bachelor's  degree,  six  or  more  years 
experience  in  computer  database  management  and  two  years 
management  experience  is  required.  Salary  commensurate  with 
experience. 

APPLICATION  SPECIALISTS 

Central  Newspapers  Technology  Corp.  is  seeking  team-oriented 
Application  Specialists  supporting  the  Editorial  and  Advertising 
departments  at  Indianapolis  Star  and  News.  Experience  with  UNIX, 
SQL,  Windows  NT,  Windows  95,  or  Macintosh  operating  systems 
required.  The  positions  require  strong  analytical  and  communication 
skills  combined  with  systems  development  methodology  and 
project  management  fundamentals.  Must  be  able  to  work  in  a 
cross-functional  role  with  the  client  community  and  other  Information 
Technology  staff  in  all  stages  of  a  project  life  cycle.  Some  shift  work 
may  be  required.  A  Bachelor's  degree  and  four  or  more  years  experi¬ 
ence  in  application  support  is  preferred. 

Resumes  can  be  faxed  to  (602)  444-8695 
or  E-mailed  to  ITJOBS@PNI.COM 

(All  resumes  should  be  included  in  the  body  of  the  E-mail;  we  do  not 
accept  attachments.)  Central  Newspapers  Technology  Corp.  will  not 
acknowledge  receipt  of  your  resume.  EOE 


SUNDAY  EDITOR 

j  The  Orange  County  Register  is  looking 
I  for  a  proven  leader  to  bring  creativity, 

I  energy  and  a  competitive  news  edge  to 
its  weekend  editions.  The  successful 
candidate  will  have  a  minimum  of 
seven  years  experience  as  a  reporter 
and  assigning  editor  at  a  daily  metro. 

The  Register  is  a  400,000  circulation 
newspaper  in  the  highly  competitive 
j  Southern  California  market.  Please  sub¬ 
mit  a  packet  demonstrating  current 
work  as  well  as  a  resume  and  one- 
page  statement  of  philosophy  to,  Larry 
Burrough,  625  N.  Grand  Avenue, 
Santa  Ana,  CA  92701 . 

Fax  (71 4)  565-3691 
No  phone  calls,  please 

THE  ASIAN  Wall  Street  Journal  seeks  a 
senior  copy  editor  for  its  night  news 
desk  in  Hong  Kong.  The  successful 
candidate  will  have  excellent  editing 
'  skills  and  mature  news  judgment,  and 
I  must  work  well  under  pressure.  Layout 
and  production  experience  preferred; 
experience  in  Asia  helpful.  Send 
resume  and  references  to  managing 
editor  Peter  Stein,  G.P.O.  Box  9825, 
j  Hong  Kong,  or  fax  to:  01 1  (852)  2834- 
I  529T _ 

I  THE  HOUSTON  CHRONICLE  is  seek- 
i  ing  an  assistant  national  editor  for  its 
national  desk,  which  directs  a  seven- 
person  Washington  bureau,  two  gen¬ 
eral  assignment  writers  and  a  NASA/ 
aerospace  writer.  Applicants  must  have 
I  at  least  five  years  of  experience  as  an 
editor.  The  assistant  national  editor  will 
develop  story  ideas,  confer  with 
reporters  on  story  assignments  and  edit 
1  stories,  many  of  them  on  deadline. 
Knowledge  of  national  government 
affairs  is  expected. 

:  To  apply,  send  a  cover  letter  and  a 
I  resume  to  Russell  Shaw,  national 
editor,  Houston  Chronicle,  P.O.  Box 
4260,  Houston,  TX  77210. 

THE  INDEPENDENT 

Gallup,  New  Mexico 
Managing  or  City  Editor 
We  are  a  16,500  evening  six-day 
operation,  offering  a  competitive 
salary  to  an  experienced  applicant.  “Ex¬ 
perienced”  is  the  operative  word.  Your 
willingness  to  serve  a  large  minority 
population  important  to  our  continuing 
1  success.  Submit  CV  including  salary 
and  education  history  to  Publisher, 
P.O.  Box  1 2 1 0,  Gallup,  NM  87305. 

THE  NATIONAL  CANCER  INSTITUTE 
seeks  qualified  candidate  for  a  web- 
based  medical  writer/editor  position. 

I  Salary  Range  $32,000  -  $56,000  per 
!  annum.  For  additional  information  see: 
j  bttp://list. nih.gov/archives/nihjobs- 
:  1  html  Vacancy  announcement  ID  is 
!  CA-99-1914.  A  copy  of  the  applica- 
]  tion  information  is  also  available  via 
fax  at  (301)  594-2953  or  1  (800) 
i  728-jobs.  When  calling  please  refer  to 
j  fax  ID  #1877.  Applications  will  be 
accepted  from  February  22,  1 999  to 
i  March  15,  1999.  NIH  is  an  Equal 
Opportunity  Employer. 


1  THE  NATIONAL  CANCER  INSTITUTE 
(NCI)  offers  paid  6-month  graduate- 
level  internships  in  Bethesda, 
Maryland.  Interns  work  in  NCI's  Mass 
Media  Branch  handling  inquiries  from 
reporters;  and  writing  news  and 
feature  articles,  fact  sheets,  backgroun¬ 
ders,  and  other  materials  for  the  press 
and  public.  A  background  in  science 
I  plus  journalism  is  required.  Deadline  is 
April  1  for  the  July-December  term.  For 
I  more  information  call  (301 )  402-7488 
j  or  E-mail:  m4b@box-m.nih.gov 

j  THE  NEWS-TRIBUNE  seeks  a  versatile 
j  writer  to  cover  the  flourishing  art  scene 
in  Tacoma,  WA.  As  the  paper's  sole 
arts  writer/critic  the  job  calls  for  the 
ability  to  write  with  authority  across 
Tacoma's  arts  scene,  including 
!  classical  music,  dance,  theater,  opera 
I  and  the  visual  arts.  We  also  seek  a 
\  sound  journalist  who  can  write  about 
I  government  and  money,  helping  the 
reader  understand  the  role  each  plays 
in  determining  what  reaches  the  stage 
or  gallery.  The  job  requires  an  eager¬ 
ness  to  serve  South  Puget  Sound-area 
readers  from  a  team-based  drug-free 
workplace,  as  well  as  considerable 
I  night  and  weekend  work.  Send  cover 
letter,  clips  and  resume  to  Don  Ruiz, 
Entertainment  Team  Leader,  The  News 
I  Tribune,  P.O.  Box  1 1 000,  Tacoma, 
WA  98411. 

THE  NORTHERN  VIRGINIA  DAILY,  a  six- 
day-a-week  AM  in  the  Northern 
Shenandoah  Valley,  is  seeking  a  sports 
reporter.  Coverage  mainly  of  high 
schools.  University  of  Virginia  and 
:  James  Madison  University.  The  position 
includes  two  days  of  desk  work  per 
i  week.  Knowledge  of  QuarkXPress  a 
plus.  Send  resume  and  clips  to  Michael 
Osipoff,  sports  editor.  Northern  Vir¬ 
ginia  Daily,  P.O.  Box  69,  Strasburg, 
VA  22657. 

THE  OMAHA  WORLD-HERALD,  serv- 
I  ing  285,000  subscribers  across  the 
!  Great  Plains,  seeks  an  assignment 
editor  to  lead  regional  news  coverage 
of  Nebraska  and  western  Iowa.  Job 
requires  strong  skills  in  organization, 
helping  reporters  spot  and  shape 
I  stories  and  line-editing.  Will  work  after- 
i  noons,  evenings  and  weekends.  Write 
Mike  Reilly,  Metropolitan/Regional 
Editor,  World-Herald  Square,  Omaha, 
NE  68102-1138.  Or  call  (402)  444- 
!  1 277.  Or  E-mail  jhauser@ov^.com 

'  THE  ROBESONIAN  NEWSPAPER,  a 
i  1 4,000  daily,  1 7,000  Sunday,  is  look- 
i  ing  for  a  strong  reporter  who  would 
like  to  move  into  an  editor's  position. 
Some  layout  experience  would  be 
helpful.  The  newspaper  is  also  seeking 
a  sports  writer.  Pay  and  benefits  com¬ 
petitive.  Send  resume  to  Donnie 
Douglas,  editor,  at  1 21  W.  Fifth  Street, 
Lumberton,  NC  28358. 


Editor  &  Publisher: 
The  communication 
link  of  the  newspaper 
industry  every  week 
since  1884. 
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GLA3SIFItD 


HELP  WANTED 


_ EDITORIAL _ 

TWO  REPORTERS,  one  for  our  Cedar 
City  office;  one  for  our  Sf.  George 
office.  We  ore  Utah's  best  newspaper, 
o  25,000-circulation,  2-edition,  seven- 
day  morning  paper.  We  offer  com¬ 
petitive  salaries,  the  best  place  in  the 
world  to  live  and  exceptianal  editing. 
We  require  experience,  accuracy  and 
a  passian  far  good  journalism.  Con¬ 
tact:  Nancy  Perkins,  managing  editor. 
The  Spectrum,  275  East  St.  George 
Blvd.,  St.  George,  UT  84770  or: 

nperkins@thespectrum.com 


TWO  TOP  JOBS  on  18,000  Colorado 
7-day  AM  with  30-person  news  staff. 
Night  news  editor  with  heavy  experi¬ 
ence  editing  local  copy  and  leading 
reporting  team.  News  page  designer 
position  requires  strong  layout,  paginat¬ 
ing  and  editing  skills.  Jobs  are  in 
vibrant,  growing  city  40  minutes  from 
Denver  at  gateway  to  Rocky  Mountain 
National  Park.  Send  cover  letter, 
resume  and  clips  ta  Personnel/News, 
Reporter-Herald,  P.O.  Box  59,  Love¬ 
land,  CO  80539. 


WANTED:  Entry-level  copy  editor/ 
designer  for  an  award-winning  pre¬ 
sentation  desk  at  the  35,000-circulation 
AM  Daily  Camera.  Candidates  should 
have  a  Bachelor's  degree  in  journalism 
or  related  background.  Internship  pre¬ 
ferred.  Please  send  cover  letter,  along 
with  samples  to  Michael  Thompson, 
news  editor.  Daily  Camera,  1048  Pear 
Street,  Boulder,  CO  80302.  Or  E-mail: 

thompsonm@boulderpublishing.com 


WANTED: 

The  Gloucester  County  Times,  located 
20  minutes  from  Philadelphia,  is  seek¬ 
ing  two  desk  people  for  our  fully 
paginated  30,000  daily  and  Sunday. 
We'll  give  a  chance  to  bright  editors 
looking  to  move  up  from  weeklies. 

We  are  alsa  looking  for  two  municipal 
reporters  who  want  to  produce  quality 
work  that  makes  a  difference,  and  a 
photographer  who  can  make  readers 
stop  and  take  notice  of  the  images  on 
the  page. 

Send  resume  and  work  samples  to 
Walt  Herring,  editor.  The  Gloucester 
County  Times,  309  S.  Broad  Street, 
Woodbury,  NJ  08096. 

INFORMATION  SYSTEMS 

DATA  PROCESSING  MANAGER 

A  daily  newspaper  in  Zone  1  is  look¬ 
ing  for  a  MIS  professional,  with  a  min¬ 
imum  of  5  years  newspaper  experi¬ 
ence  in  AS400,  to  manage  our  data 
processing  department.  Must  be  famil¬ 
iar  with  RPG/400,  RPGIII  and  RPGII. 
Knowledge  of  INSI  Advertising  Man¬ 
agement  would  be  a  definite  plus. 
Please  send  resume  and  salary  require¬ 
ments  in  confidence  to  Box  08768, 
Editor  &  Publisher. 


INFORMATION  SYSTEMS 

THE  BALTIMORE  SUN  is  seeking  a 
I  highly  motivated  senior  manager  to 
:  lead  its  publishing  systems  group  into 
;  the  next  century.  This  manager  will  be 
j  respansible  for  every  aspect  of  pub- 
!  lishing  systems  including  system  devel- 
j  opment,  implementation,  and  support 
for  both  prepress  and  postpress 
systems. 

The  Sun  has  a  full  agenda  of  system 
initiatives  including  editorial  frant  end 
upgrade,  editorial  pagination  imple¬ 
mentation,  classified  paginatian,  and 
I  upgraded  output  management  systems. 

The  ideal  candidate  will  be  a  seasoned 
publishing  professional  with  experi¬ 
ence  in  newsroom  operations,  typo- 
1  graphy,  graphics,  ad  make-up,  and 
!  printing  as  well  as  knowledge  of  the 
I  systems  and  software  which  support 
j  them.  Strong  leadership  and  cammuni- 
cotions  skills,  and  the  ability  to  interact 
effectively  across  departmental  lines 
are  essential  skills  for  this  manager. 

If  you  have  the  skills  and  energy  for 
I  this  challenging  position  send  your 

!  resume  to: 

I 

!  Director,  Information  Technology 

The  Baltimore  Sun 
501  N.  Calvert  Street 
j  Baltimore,  MD  2 1 278 

Fax:(410)783-2559 
j  E-mail:  isstaffing@baltsun.com 

The  Sun  offers  a  competitive  salary  and 
!  comprehensive  benefit  package. 

I  An  Equal  Opportunity  Employer 

I  M/F/V/D 

i  PRESSROOM 


MARKETING 


MARKETING 


!  DO  YOU  EXIST? 

Are  you  a  leader  with  a  vision  who  is 
able  to  pull  the  team  together  using 
strategic  planning,  marketing  and 
advertising  skills?  Do  you  have  a  prov¬ 
en  track  record  of  hiring  well,  training 
and  delegating  so  that  you  can  set  the 
world  on  fire? 

j  We  are  a  20,000  daily  circulation 
1  newspaper  in  the  beautiful  southwest. 

'  We  are  a  newspaper  in  a  highly  com¬ 
petitive  market  with  lots  of  potential.  To 
maximize  that  potential  we  need  a 
Marketing  Director  to  oversee  our 
Advertising  and  Circulation  depart¬ 
ments.  This  is  a  pivotal  position  that 
I  will  unite  two  revenue  generating 
departments  to  focus  on  company 
objectives. 

We  need  a  dynamic  individual  with  a 
minimum  of  5  years  newspaper  man¬ 
agement  experience  and  a  proven 
track  record  in  marketing  and  sales.  In 
return,  we  offer  the  opportunity  to  join 
a  multi-billion  corporation  with  a  very 
competitive  salary,  bonus  and  excellent 
benefits. 

Please  forward  your  resume, 
salary  history  to  Box  08775 
Editor  &  Publisher. 


The  conditions  of  conquest  are  always 
easy.  We  have  but  to  toil  awhile, 
endure  awhile,  believe  always,  and 
never  turn  back 

Seneca 

PRESSROOM 


Machinist  Foreperson... 

Dow  Jones  &  Company,  publisher  of  The  Wall  Street  Journal 
and  Barron's,  has  an  immediate  opportunity  for  a  Machinist 
Foreperson  in  its  printing  plant  located  in  Princeton,  NJ. 

In  this  position  you  will  oversee  the  daily  activities  of  the 
machine  shop  to  support  printing  and  mailing  operations. 

You  will  establish  schedules  and  implement  programs  for 
routine  maintenance  and  special  projects.  In  addition,  you  will 
provide  administrative  supervision  of  department  personnel 
and  coordinate  work  with  other  departments. 

The  qualified  candidate  must  have  ten  plus  years  of  experi¬ 
ence  as  a  machinist  in  the  printing  industry.  You  must  have 
good  interpersonal,  oral  and  written  communication  skills. 
Knowledge  of  Goss  -  Metro  printing  presses  is  a  plus. 

We  offer  a  competitive  salary  along  with  an  excellent  benefits 
package.  Please  send  or  fax  your  resume  to: 


Dow  Jones  &  Company 
Staffing  Dept.  AWH-LH 
PO  Box  300,  Bldg.  #3 
Princeton,  NJ  08543-0300 
Fax;  609-452-3300 
e-mall: 

allen.hule@dowJones.com 


DOyjllQNES^ 


Equal  Opportunity  Employer 


RETAIL  MARKETING  A4ANAGER 
I  The  Indianapolis  Star  and  The  Indi- 
'  anapolis  News  have  an  immediate 
management  opportunity  in  our 
■  Circulation  Sales  and  Marketing 
Department.  The  Retail  Marketing 
Manager  is  responsible  for  the  crea¬ 
tion,  development  and  implementation 
I  of  the  circulation  marketing  initiatives 
i  that  grow  both  circulation  and 
:  revenue.  These  objectives  will  'oe 
accomplished  through  the  enthusiastic 
management  of  relationships  with  retail 
accounts  to  maximize  Single  Copy  Sales. 
The  proven  ability  to  create  ana  imple¬ 
ment  successful  point-of-purchase  dis- 
I  play  programs  will  be  considered  a  plus. 

Interested  candidates  should  submit 
a  resume  with  salary  history 
and  references  no  later  than 
Friday,  March  1 9lh  to: 

Employment  Division 
The  IndiarKipolis  Star  and 
The  Indianapolis  News 
PO.  Box  145 

Indianapolis,  IN  46206-0145 
RE:  RETAIL  MARKETING  MANAGER 

NEW  MEDIA 

THE  QUAD-CITY  TIMES,  a  division  of 
Lee  Enterprises,  has  an  immediate 
opening  for  an  On-line  Manager.  We 
are  looking  for  a  strong,  visionary 
leader  who  can  direct  our  on-line 
initiatives  to  the  future.  Must  have  a  full 
understanding  of  the  on-line  medium 
including  te^nical  knowledge  and 
marketing.  Must  be  able  to  monitor 
new  technology  and  industry  dynamics 
with  an  eye  towards  new  revenue 
strategies  and  content  development. 
Prior  newspaper  experience  along  with 
strong  organizational,  supervisory  and 
communication  skills  desired.  This  is  a 
great  opportunity  to  lead  the  way  in 
our  vision  of  helping  our  community 
“Make  the  Most  of  Your  Life".  Please 
send  a  resume  and  salary  requirements 
to: 

Quod-City  Times 
Human  Resources  Department 
500  E.  Third  Street 
Davenport,  lA  52801 
or  E-mail  to: 

JDEKQCT@aol.com 

EOE 

To  learn  more  about  our  company  and 
see  all  the  positions  we  currently  have 
open  please  visit  our  website  at 
www.QCTIMES.com 

PRODUaiON/TECH 

OPERATIONS  DIREQOR 
Central  Maine  Newspapers  is  a  daily 
two  paper  operation  with  a  centralized 
printing  plant.  We  produce  quality 
daily  products  and  have  a  healthy  com¬ 
mercial  print  business.  We  have  an 
immediate  opening  for  an  experienced 
operations  manager  who  can  provide 
leadership  to  an  excellent  group  of 
mid-level  managers,  along  with  being 
a  major  player  on  the  senior  manage¬ 
ment  team.  You  must  have  a  firm  grasp 
of  commercial  printing,  MIS,  compos¬ 
ing,  camera-plate,  press  and  mailroom 
operations.  We  function  in  a  col¬ 
laborative  environment.  Competitive 
salary  and  benefit  package.  Alt  this  in 
beautiful  central  Maine!  Qualified 
I  applicants  send/Tax/E-mail  your 
resume  with  cover  letter  to  Nancy 
Manes,  human  resources  director.  Cen¬ 
tral  Maine  Newspapers,  274  Western 
I  Avenue,  Augusta,  ME  04330. 

I  Fax  (207)  621-5621 

I  E-nrail:  nmanes@centralmaine.com 
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HELP  WANTED 


PRODUCTION/TECH 

ASSISTANT  FOREMAN 

The  Baltimore  Sun  is  seeking  an  expe¬ 
rienced  Assistant  Foreman  for  our 
Newspaper  Packaging  operation.  This 
position  involves  hands-on  responsibil¬ 
ity  for  operating  and  managing  an  SLS 
2000  machine  and  crew.  Duties  will 
include  the  completion  of  production/ 
shift  reports  and  helping  to  maintain  a 
safe,  productive  work  environment. 

Qualified  applicants  will  have  3-5 
years  previous  supervisory  experience 
in  a  newspaper  operation  with  a  prov¬ 
en  track  record  in  production  man¬ 
agement,  be  experienced  in  supervis¬ 
ing  in  a  Union  environment,  and  com¬ 
puter-literate  with  Microsoft  Office 
experience  preferred  but  not  required. 
Ability  to  adhere  to  daily  production 
deadlines  a  must. 

We  offer  a  competitive  compensation 
and  benefits  package  that  includes 
medical,  dental,  vision,  a  401  (k)  plan 
and  a  bonus  incentive  program. 
Interested  candidates  must  submit  a 
resume  and  cover  letter  to: 

THE  BALTIMORE  SUN 
Sun  Park  Plant,  MAF 
300  E.  Cromwell  Street 
Boltimore,  MD  21230 
Fax:  (410)  385-7212 
E-mail:  barbara.jones@baltsun.com 

EOE 


PLANT  MANAGER 

The  Seattle  Times  has  a  career  oppor¬ 
tunity  for  an  experienced  newspaper 
plant  manager  to  manage  and  direct 
the  overall  operations  of  the  Production 
and  Support  departments  of  the 
Fairview  (Seattle)  plant.  Reports  to  the 
VP  of  Operations  and  works  closely 
with  the  North  Creek  (Bothell)  Plant 
Manager  to  develop  long  term 
strategic  plans  for  Operations  to  meet 
the  organizational  objectives  of  the 
advertising,  circulation  and  news 
departments.  Requires  a  related 
Bachelor's  degree  (MBA  preferred) 
with  five  plus  years  of  newspaper  pro¬ 
duction  management  experience; 
excellent  communications  and  lead¬ 
ership  skills,  effective  analytical  and 
computer  skills,  a  strong  customer  service 
focus  and  the  ability  to  train  and 
develop  others.  Regular  full  time  posi¬ 
tion  with  a  salary  range  of  $76- 1 04K/ 
year.  Mail  resume  to  The  Seattle  Times, 
Attn:  HR-120A/JK,  P.O.  Box  70,  Seat¬ 
tle,  WA  98111;  Fax  to  (206)  515- 
5560;  E-mail  to  jknapp@seatimes.com 
An  Equal  Opportunity  Employer 

PUBLICATIONS  SPECIALIST,  Software 
Trainer.  Mac/PC  experience  necessary.  If 
you  know  prepress,  SQL,  or  NT,  like 
travel,  and  want  out  of  deadline 
dilemmas,  send  resume  to  Managing 
Editor,  Inc.,  Attn:  Peter,  101  Greenwood 
Avenue,  Suite  330,  Jenkintown,  PA 
1 9046  or  fax: 

(215)  886  5681 
E-mail:  pkelts@maned.com 


PRODUaiON/TECH 


PRODUaiON  MANAGER 

I 

I  We  are  a  ZONE  1 ,  seven-day  daily 
j  newspaper  seeking  an  accomplished 
I  production  manager.  Operations  in¬ 
clude  electronic  pre-press  to  full  pagina¬ 
tion,  printing  on  a  Goss-  Urbanite  Offset 
press  and  mechanical  inserting  on 
Muller  227's. 

We  are  looking  for  a  “hands  on" 
leader  who  will  be  responsible  for  all 
areas  of  production  including  pre¬ 
press,  pressroom,  mailroom/inserting 
and  building  management.  Priorities 
are  to  achieve  consistent  on-time 
performance  while  maintaining  a  high 
level  of  print  quality.  Qualified  candi¬ 
dates  must  possess  strong  communica- 
I  tion  and  technical  skills,  the  ability  to 
:  develop  and  implement  training  and 
machinery  maintenance  programs, 
j  Other  duties  will  include  pagination 
management,  press  layout  configura- 
I  tions,  efficient  scheduling  of  all  produc- 
i  tion  departments,  newsprint  manage¬ 
ment  and  waste  control,  supplies 
purchasing  and  cost  containment  in  all 
departments.  PC  skills  for  budget  prep¬ 
arations,  inventory  management,  track¬ 
ing  of  statistical  production  data,  etc. 

I  are  a  must!  You  will  need  good  inter- 
I  personal  and  team  building  skills  while 
i  working  in  a  union  environment. 

We  offer  competitive  wages  and  bene¬ 
fits  with  excellent  opportunity  for 
I  career  growth  within  our  own  organi¬ 
zation.  Please  send  resume  with  salary 
I  requirements  and  references  to  Box 
I  08754,  Editor  &  Publisher. 


NEWS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  0  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a  uni¬ 
versity,  society  or  founda¬ 
tion. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

EDITOR  &  PUBLISHER 
1 1  West  1 9th  Street 
New  York,  NY  1001 1 
(212)  675-4380 


POSITIONS 

WANTED 


_ ADMINISTRATIVE _ 

PUBLISHER/GENERAL  MANAGER.  1 8 
year  background  in  circulation  and 
sales/marketing.  Experienced  in  start 
ups,  conversions  and  P&L  responsibilities. 
Community  oriented.  Will  re-locate.  Call 
T.  Paul  Mahony  at  (508)  399-5088.  Or 
E-mail  at: 

tma3putt@aol  .com 

PUBLISHER/GM  -  Daily  to  30,000  or 
Mid-to-large  weekly.  Community 
oriented  Publisher.  Strong  advertising 
background.  Motivator,  trainer,  bottom 
line  achiever.  Reply  to  Box  08727 
Editor  &  Publisher. 


_ ADVERTISING _ 

EXPERIENCED  ADVERTISING  DIREaOR 
with  major  media  corporation  back¬ 
ground  available  for  the  most  challenging 
work.  Exceptional  candidate  with  multi¬ 
newspaper,  multimarket  experience  has 
the  tools  to  make  significant  accom¬ 
plishments  for  the  right  employer.  Prefers 
competitive  market  with  a  supportive, 
proactive  upper  management  demeanor. 
Looking  for  a  long-term  relationship. 
Desire  to  relocate  out  of  the  Northeast. 
Call: 

(914)  278-4051  orrtwesten@aol.com 


HIRE  A  WINNER!  Recently  retired.  35 
years  of  sales  experience  at  same 
paper.  Background  includes  classified, 
retail,  casinos  and  majors.  Seeks  posi¬ 
tion  in  Zone  4.  Call  Bob  at: 

(609)484-8621 

EDITORIAL 

2-t  YEARS  SPORTS  WRITER/REPORTER 
to  cover  your  local  hockey  team.  Will 
relocate.  Loyal,  talented,  cheap! 
(860)570-1380  OYX95@aol.com 


A  SOLID  ADDITION 

My  experience,  work  ethic,  positive 
attitude  and  creativity  will  solidify  your 
sports  department.  Award  winning 
writer  and  copy  editor,  with  regulor 
assignments  in  all  sports,  college  and 
pros,  news  and  features.  Strong  writing 
mentor,  copy  editor  and  paginator 
(QuarkXPress)  E-mail: 
mmorrow@micron.net  or  call  Mike  at: 

(208)  255-2729 


AGGRESSIVE  SPORTS  REPORTER  with 
five  years  experience  at  major  daily 
seeks  position  as  sports  enterprise 
writer  or  pro/college  beat  in  small  or 
large  market.  Will  relocate.  Mail:  605 
Lake  St.,  Newark,  NJ  071 04.  E-mail: 
batts5 1 50@aol .  com 


EDITORIAL  WRITER/NEWS  ANALYST 
writes  in-depth,  provocative  pieces  on 
foreign  affairs,  domestic  politics;  plus 
religious,  ethnic,  racial,  civil  society 
issues;  1 7  years  experience  in  daily 
newspapers.  E-mail  at: 

mmalik@erols.com  or  Call 
(301)772- 1477 


EXECUTIVE  EDITOR  -  Top  spot  sought 
in  competitive  market  by  aggressive, 
hands-on,  results-oriented  news  pro. 
Zone  2  preferred.  Adept  at  budgeting, 
mentoring,  motivating,  marketing. 
Reply  to  Box  08772,  Editor  &  Pub¬ 
lisher. 


EDITORIAL 


I  EXPERIENCED,  award-winning  editor/ 
writer  seeks  new  career  challenge  with 
trade  or  specialty  publication.  Willing 
to  relcxrate.  (305)  891  -2595. 


HAPPY  to  fill  your  gap  in  designing, 
editing,  even  reporting!  Journalism  BA 
equivalent.  Fax  (253)  568-2738. 

MAGAZINE  EDITOR  AVAILABLE  NOW 
After  17  award-winning  years  with 
Keyboard  magazine  and  4  years  as 
editor-in-chief  of  Musician  magazine,  I 
am  eager  to  begin  work  with  another 
respected  title.  My  experience  includes 
news  reporting  for  the  Austin  Amer- 
ican-Statesman,  freelance  work  for  the 
San  Francisco  Chronicle,  CDNow, 
Interview  and  SF  Focus  magazines, 
even  on-camera  interviews  Tor  IXII 
Instructional  Videos  and  two  years  as 
associate  editor  of  Nutrition  Action. 
I've  won  two  ASCAP  Deems  Taylor 
Awards  for  excellence  in  music  journal¬ 
ism  and  was  a  finalist  in  the  first 
annual  Music  Journalist  Awards 
interview  category.  I've  also  always 
brought  my  book  home  under  budget. 
Relocation  is  not  a  problem.  Clippings 
and  references  are  available. 

E-mail:  bdoerschuk@aol.com  or  call 
(615)  321-9161  or  (61 5)  673-6893 


NATIONAL  PARAMEDIC  with  20  years 
in  newspapers  seeks  medical  or  cops 
beat  on  80K-plus  metro.  Write,  print 
and  magazine  credits.  Respond  to  Box 
08759,  Editor  &  Publisher. 


I  NON-FICTION  AUTHOR  and  award¬ 
winning  publicist/journalist  seeks  part 
time  spirifuality/New  Age. 

_ Coll  (21 2)  677-3788 _ 

THE  LAST  TWO  full-time  jobs  I  earned 
through  tryouts.  I'm  willing  to  do  it 
again.  Will  work  40  hours  free.  If  you 
like  me,  hire  me.  I  have  a  dozen  years 
experience,  most  with  dailies.  E-mail 
me  at  craigp@mddinc.com  if  you've 
got  a  serious  opening  in  news  or 
'  sports. _ 

PHOTOGRAPHY 


AWARD-WINNING  PHOTO-JOUR¬ 
NALIST  looking  to  get  back  to  daily  scene. 
If  a  picture  is  worth  a  thousand  words,  my 
portfolio  is  worth  millions!!  Can  shoot 
everything  from  “grip  and  grins”  to  spot 
news.  As  a  bonus  -  !  can  also  act  as  a 
writer.  I  have  written  numerous  pieces  to 
correspond  with  my  pholos.  I  am  a  true 
“photojournalist"  Edward  Lewis: 

(727)  542-3686 

TRAVEL  WRITERS  WANTED 

Successful  photographer  seeks  writers! 

Targets  newspaper  travel  sections! 

Jeff  (973)  575-1005 


IVs  A  Classified 

Secret! 

:  We'll  never  reveal  the  identity 
I ;!  of  an  E&P  box  holder.  ; 
I  i  If  you  don't  want  your  reply  to  go  to  certain  | 
I  ;  newspapers  (or  companies),  seal  your  ; 
1  ■  reply  in  an  envelope  addressed  to  the  E&P 
t  j  Classified  Advertising  Department  with  an 
ii  attached  note  listing  the  newspapers  or  = 
!  :  companies  you  do  not  want  the  reply  to  : 

[  ;  reach.  If  the  Box  Number  you're  answering 
j  j  is  on  your  list,  We  ll  discard  your  reply. 
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Sunday  magazines 

Continued  from  page  29 

profitable  newspaper  magazine  in  the 

country  after  The  New  York  Times.” 

For  Wilner’s  neighbors  to  the  south,  a 
similar  rebirth  also  brought  results. 

Alice  Short,  who  took  over  the  Los 
Angeles  Times  Magazine  two  years  ago, 
says  she  orchestrated  a  1997  redesign 
that  included  a  more  colorful  look  and  a 
different  news  focus.  First,  she  replaced 
the  red-lettered,  plain  masthead  with  a 
larger,  brighter  yel¬ 
low-lettered  design 
that  emphasized  the 
word  “Magazine” 
and  added  a  sub¬ 
head,  “The  Best  of 
SoCal.” 

The  magazine  al¬ 
so  changed  its  gener¬ 
al-interest,  nation¬ 
wide  spectrum  to  fo¬ 
cusing  exclusively 
on  Southern  Califor¬ 
nia  news,  features, 
and  events.  Short 
recalls. 

“We  wanted  to 
see  if  we  could  drum 
up  some  new  rev¬ 
enue,  and  it  has  been 
pretty  steady,”  says  Short,  who  adds  that 
the  newspaper  increased  her  overall  bud¬ 
get  by  several  million  dollars.  She  says 
most  Sunday  magazines  have  problems 
when  publishers  will  not  invest  in  a 
redesign  and  wait  for  the  changes  to  pro¬ 
duce  results. 

“You  need  a  commitment,”  Short  says. 
“1  think  [publi.shers]  are  only  willing  to 
wait  so  long.” 

Anne  Gordon,  editor  of  The  Plain  Dealer 
Sunday  Magazine  in  Cleveland,  agrees. 
She  says  many  Sunday  magazines  are 
forced  to  be  self-sustaining,  which  is  diffi¬ 
cult  and  not  a  requirement  of  other  expen¬ 
sive  sections  such  as  sports  and  business. 

“When  editors  and  publishers  look  at 
the  magazine  as  a  separate  entity,  that  is 
when  they  die,”  Gordon  says.  “It  is  part  of 
the  Sunday  paper  and  should  be  treated 
that  way.  When  it  has  to  account  for  itself, 
it  sticks  out  like  a  money-loser.” 

Gordon  says  her  publisher’s  willing¬ 
ness  to  invest  in  a  1997  facelift  was  the 
key  to  that  magazine’s  successful  turn¬ 
around  and  a  64%  ad  revenue  boost. 

Gordon,  who  is  leaving  to  become  arts 
editor  at  The  Philadelphia  Inquirer,  says 
her  changes  included  going  all-color, 
switching  from  a  square  to  a  vertical  lay¬ 


out,  introducing  new  columnists,  features 
and  cartoons,  and  adding  four  more  pages. 
But  she  credits  much  of  the  success  on  a 
new  relationship  with  the  advertising 
department  to  target  specific  advertisers, 
as  well  as  a  major  local  television  and 
radio  promotion. 

For  Evelyn  Kramer,  editor  of  The  Bos¬ 
ton  Globe  Magazine,  a  1994  makeover 
also  held  the  key  to  improving  revenue 
and  readership.  Although  her  publication 
has  been  a  New  England  reader’s  main¬ 


stay  for  decades,  Kramer  contends  that  a 
size  reduction,  new  columns,  and  an 
expanded  front  section  Jazzed  things  up. 
She  also  cut  costs  by  using  more  Globe 
staff  writers  instead  of  costlier  freelancers. 

Kramer,  a  20-year  Globe  veteran,  says 
the  magazine  is  the  third  most  read 
Sunday  section  after  Page  One  and  metro 
news  and  will  always  have  an  audience  if 
handled  correctly. 

Glenn  Frankel,  who  took  over  as  editor 
of  The  Washington  Post  Magazine  last 
August,  says  he  began  using  more  news¬ 
paper  staff  writers  to  reduce  expenses,  as 
well  as  focusing  more  on  local,  event-dri¬ 
ven  news.  The  Po.st's  magazine  also  is  one 
of  10  Sunday  magazines  that  can  be  found 
on  newspaper  Web  sites. 

Frankel  adds  that  Ju.st  because  his  pub¬ 
lication  is  linked  to  one  of  the  nation’s 
premiere  newspapers,  that  doesn’t  mean  it 
isn’t  tightening  its  belt.  “Even  the  top  tier 
is  worrying  about  the  bottom  line,”  says 
Frankel.  “Every  part  of  the  newspaper  has 
to  look  at  that  profit  margin.” 

The  exception  to  that  rule  may  be  The 
New  York  Times  Magazine,  which  rates 
among  the  top  10  magazines  nationwide 
for  ad  pages,  according  to  newspaper  offi¬ 
cials.  Editor  Adam  Moss  says  the  Sunday 


magazine  had  3,174  ad  pages  in  1998,  up 
by  58  pages  over  1997. 

Those  figures  place  the  magazine  ahead 
of  The  New  Yorker,  TV  Guide  and  Vanity 
Fair,  among  others. 

“We  can  get  away  with  being  an  expen¬ 
sive  magazine  to  produce  because  we 
have  a  special  audience,”  says  Moss.  “You 
do  what  your  market  allows  you  to  do.” 

But  Moss  agrees  that  the  advertising 
capabilities  provided  to  the  Times  are 
unusual  compared  to  most  Sunday  maga¬ 
zines.  “Magazines  of 
this  type  really  de¬ 
pend  on  national  ad¬ 
vertisers,”  he  says. 

One  recent  nota¬ 
ble  effort  to  attract 
readers  was  a  1996 
move  by  12  maga¬ 
zines,  led  by  Smith 
and  Philadelphia  In¬ 
quirer  Sunday  mag¬ 
azine  editor  Avery 
Rome,  to  hire  col¬ 
umnist  Anna  Quin¬ 
lan  to  write  a  piece 
that  would  run  in 
each  magazine  on 
the  same  day.  Smith 
says  the  magazines 
shared  the  cost  but 
disbanded  the  idea  after  it  failed  to  draw  a 
following. 

Back  in  Hartford,  Bloom  and  other 
Northeast  magazine  editors  stress  that  the 
alternative  voice  and  different  news  topics 
are  what  drive  their  publication.  During 
the  past  six  months,  cover  stories  in 
Hartford  have  included  the  search  for  a 
major  New  England  prostitution  ring 
leader  who  fled  the  country  days  before 
his  scheduled  sentencing  last  year,  and  the 
“bonehead”  idea  of  the  New  England 
Patriots  moving  to  Hartford. 

“We  look  at  the  exact  opposite  of  what 
is  expected,  always  thinking  differently,” 
says  art  director  Joseph  Hilliman,  a  Hart¬ 
ford  native  who  says  he  gained  respect  for 
Northeast  as  a  college  student  after  it  ran 
a  cover  story  on  a  friend’s  1990  murder. 
“It  has  a  reputation  for  being  smart,  local, 
and  different.” 

Courant  brass  say  the  magazine  is  a  key 
asset  for  the  paper,  despite  its  lack  of 
major  profits. 

“It’s  not  a  big  money-maker;  there  cer¬ 
tainly  has  been  a  fall-off  in' ad  support,” 
says  Courant  deputy  publisher  Lou 
Golden,  who  declines  to  cite  specific  ad 
revenue  figures.  “But  it  is  something  that 
is  important.” 


Northeast  editors  Lary  Bloom  (left) 
and  Steve  Courtney  join  staff  in 
seeking  novel,  alternative  ideas  for 
the  Sunday  magazine. 
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By  Jim  Tuite 

Somebody  call  In  a  copy  editor, 
and  gel  me  my  green  eye  shade 

A  wordsmith  asks  what  happened  to  original  headlines,  proper  usage, 
and  accuracy,  and  why  they  don’t  make  ’em  like  they  used  to 


When  Scott  Brosius  whacked  his 
second  homer  —  a  three-run 
shot  that  virtually  assured  the 
New  York  Yankees  of  ultimate  victory 
over  the  San  Diego  Padres  in  Game  3  of 
the  1998  World  Series  —  this  antediluvian 
editor  turned  to  his  television-viewing 
companion  and  said,  "That’s  it.  That’s 
tomorrow’s  headline  —  Great  Scott.” 

And  so  it  came  to  pass:  The  headlines 
on  all  three  New  York  tabloids  were  iden¬ 
tical:  “Great  Scott.” 

And  when  the  lockout  of  National 
Basketball  Association  players  ended,  the 
tabloids  were  again  in  concert  except  for  a 
whimsical  difference. 

“We  Got  Game,”  read  a 
Page  One  headline,  bend¬ 
ing  the  title  of  Spike  Lee’s 
film  He  Got  Game  to  its 
purpose. 

“We’ve  Got  Game,” 
proclaimed  the  second  tab 
a  little  more  properly. 

“We  Have  Game,” 
reported  the  third,  proba¬ 
bly  after  consulting  Strunk  and  White’s 
Elements  of  Style. 

When  the  New  York  Jets  lost  their 
showdown  with  the  Denver  Broncos  in  the 
National  Football  League  playoffs,  two  of 
the  three  tabloid  headlines  were  alike, 
“Down  and  Out.” 

These  headline  coincidences  —  and  they 
are  just  a  few  of  many,  mostly  in  sports  sec¬ 
tions  —  beg  the  question:  Do  great  minds 
think  alike,  as  some  sage  probably  never 
said,  or  have  our  editors  flunked  Originali¬ 
ty  101?  “It  were  not  the  best  that  we  all 
think  alike,”  said  Mark  Twain  through 
Pudd’nhead  Wilson.  “It  is  a  difference  of 
opinion  that  makes  horse  races.” 

Newspaper  sports  departments  also 
have  a  tendency  lately  to  create  their  own 
expressions.  For  example  “Jacobs  Three- 
Peats,”  meaning  that  having  already 
repeated  something,  Jacobs  did  it  again. 
One  horrendous  Jump  head  said  “Piazza 
Fans  Fear  a  Flee.”  Translation:  The  Mets 
catcher  was  seeking  work  elsewhere. 


Headline  writing  is,  at  best,  an  art  form 
and  can  be  creative  without  crossing  the 
line  of  obfuscation  or  good  taste.  For 
example,  “Dole  Must  Act  Fast  to  Gain 
Poll  Position”  would  be  acceptable.  As 
for  “Yoko:  She’s  Ono  Roll,”  the  Jury’s 
still  out. 

But  let’s  face  it:  Old  editors  never  die. 
They  Just  sit  around  mentally  correcting 
billboards,  matchbook  covers,  and  menus 
and  muttering,  “They  don’t  make  ’em 
like  they  used  to,”  alluding  to  the  unsung 
heroes  chained  to  the  copy  desk.  It’s  one 
of  the  perks  of  aging,  behind  which 
defense  this  obdurate  sinner  will  make 
his  stand. 

One  senior  editor  on  a 
very  prominent  paper 
was  lamenting  to  me 
what  he  perceived  as  the 
diminishing  ability  of  the 
new  generation  of  copy 
editors. 

“You  know,  they  don’t 
know  the  difference  be¬ 
tween  Greenpoint  and 
Greenport,”  he  complained.  The  two  Long 
Island  communities  are  widely  separated 
by  distance  and  culture. 

And  sure  enough,  some  six  months 
later,  a  42-point  banner  headline  in  an 
afternoon  daily  proclaimed  “Greenpoint 
Man  Tied  to  Rapes.” 

The  suspect  was,  of  course,  from 
Greenport. 

It’s  not  that  the  editors  of  earlier  times 
were  better  educated  than  those  of  today 
—  in  fact  the  opposite  is  true.  And  when 
World  War  II  depleted  the  horseshoe- 
rimmed  desks  (and  they  were  horseshoe¬ 
shaped),  a  college  education  was  desirable 
but  not  essential  to  the  Job.  I  doubt  that  1 
would  even  be  able  to  get  an  application 
for  copyboy  (oops,  copyperson)  now. 

Instant  access  to  a  whole  world  of 
information  has  transformed  the  editor’s 
role.  The  clip  morgue  is  dead,  may  it  rest 
in  peace,  next  to  the  Remington  standard. 
The  keys  of  a  computer  can  shrink  a  day’s 
labor  into  minutes.  Does  that  make  for 


better  editing?  Not  necessarily.  Faster  per¬ 
haps  but  not  always  better. 

I  wrote  to  a  newspaper’s  letters  col¬ 
umn  only  once.  That  was  to  vent  my 
annoyance  over  the  practice  of  using  the 
expression  “near  miss”  in  stories  and 
headlines,  when  the  story  described  a 
miss  that  was  really  a  near  hit.  The  letter 
was  printed  but  obviously  went  unread 
by  the  copy  desks,  for  the  practice  has 
continued. 

Even  famous  television  commentators 
have  trouble  with  a  word  often  misused  in 
print.  On  a  single  day,  both  Oprah  and 
Tom  Brokaw  used  “regime”  for  “regi¬ 
men,”  and  two  days  later  Peter  Jennings 
made  the  same  mistake. 

Masterful  is  another  troublesome 
word,  suggesting  an  imperious  nature  but 
often  used  as  a  measure  of  greatness. 
Some  style  books  properly  opt  for  mas¬ 
terly  instead.  Forego  (to  go  before)  is 
often  used  improperly  for  forgo  (to  do 
without). 

And  how  about  words  ending  in  -ize, 
such  as  finalize.  It’s  OK  for  harmonize 
and  fertilize  but  can  you  see  the  obit 
ending,  “Mr.  Smith  will  be  funeralized 
tomorrow”? 

The  .system  doesn’t  help  a  bit.  Who’s 
to  know,  for  example  that  it’s  filet  of 
mignon  but  fillet  of  sole?  Or  for  New 
Yorkers  it's  the  Botanic  Garden  in 
Brooklyn  and  the  Botanical  Garden  in 
Queens.  That  a  picture  is  hung  but  a  per¬ 
son  is  hanged.  Or  that  Ms.  Streisand’s 
name  is  Barbra  and  Andrew  Lloyd’s  is 
Webber? 

Many  editors  have  trouble  differentiat¬ 
ing  flaunt  and  flout,  nauseous  and  nause¬ 
ated,  tortuous  and  torturous,  imply  and 
infer.  They  forget  that  such  words  as 
media,  data,  and  graffiti  are  plural,  ad 
nauseum.  And  maybe  ad  infinitum,  too. 

Or,  as  Maurice  Chevalier  wondered 
aloud  to  Hermione  Gingold  in  “GiGi,”  am 
I  Just  getting  old? 


Tuite  is  a  former  editor  and  writer  at 
The  New  York  Times. 


Do  great  minds 
think  alike, 
or  have  our 
editors  flunked 
Originality  101? 
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GET  THE  RIGHT  DATA, 
RIGHT  DECISIO 


'  [  Save  Time,  Save  Effort  |  ' 

If  your  job  is  to  plan  for,  research,  budget  for,  or  buy  products 
and  services  for  your  new/spaper  company,  the  E&P  Online 
Buyer’s  Guide  is  sure  to  become  your  primary  resource! 

[  Comprehensive  ] 

More  than  2,000  listings  for  businesses  that  sell  both  tradi¬ 
tional  newspaper  and  new  media  products  and  services  to 
news  companies. 

[  Easy  1 

Search  by  general  service  type,  specific  service  type,  key 
words,  company  name,  geographic  location.  Even  if  you  don’t 
know  exactly  what  the  product/service  is  that  will  serve  your 
needs,  you  can  find  someone  who  does! 

[  Complete  ] 

Listings  provide  company  name,  address,  phone,  fax,  e-mail 
and  Web  site  data.  You  also  find  a  list  of  specific  products  and 
services  offered.  Many  offer  descriptions  of  their  products  and 
services  with  hyperlinks  to  their  own  product/service  sites. 


[  Accurate  ] 

Because  companies  can  add/update  information  about  their 
products  and  services  online,  this  Online  Buyer’s  Guide  is  as 

http://www.mediainfo.Gom/buMersquide.htm 
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Attn:  Vendors ...  Go  to  the  E&P  Buyer’s  Guide 
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cali  Eileen  Long,  E&P  Classified  Advertising 
Manager  for  more  details.  (212)  675-4380, 
ext.  170.  Eiteenl@mediainfo.com 
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Where  You’ll  Find  the  Powers  of  the  Press  J' 


AVAILABLE  MOW!  VISIT  MUirTIMi! 


“  ’nolog)’  delivers  an  efficient  editorial  vehicle  for  new 
advertisers  to  reach  a  family  audience  interested  in  computer^^^ 
and  technology.  We  contracted  long-term  arrangements  with  two 
advertisers  as  soon  as  the  broadsheet  page^w^s  introdufethS^! 
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